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hor quick plier profits... 


SELL THE LINE 
with the PROFIT LEADER 





CHAN yg, LOCK 


No. 420 


For a longer profit per sale... SELL QUALITY 
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SELL THE COMPLETE CHANNELLOCK LINE 
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You get more than a quality line when you 
handle Channellock pliers. Here’s a line with a fast- 
moving, nationally advertised profit-leader . . . the 
popular Channellock 420. No other plier does so 
many jobs so well... no.other plier sells so fast. So 
stock the Channellock line and put the profit-leader 
420 plier out front for your customers to see... 
try ...and buy. It’s easier to sell just one plier line. 
It’s profit-wise to sell- the Channellock line. 
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CHANNELLOCK 


CHAMPION DEARMENT TOOL COMPANY 


MEAD V1I1L:¢3 PENNSYLVANIA 



























SASH CORD 


A quality cord priced to sell in volume. Con- 
nected 50 ft and 100 ft hanks individually 
packaged in polyethylene bags. 1200 ft. and 
2400 ft. coils packaged in dispensing display 
carton. 





BRAIDED MASON'’S LINE 


A good all year ‘round seller. Extra strong, 
non-kinking, non-raveling. Mason's Line, Chalk 
Line, Awning Cord, etc 
















BIG BALL 
TWINE ASSORTMENT 
This is one cf many King Cotton Assortments. 


Gives you a wide variety of twine with no 
inventory problem. Balls are 25¢ sellers 
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NYLON MASON’S LINE 


100% NYLON, twisted or braided. Excellent 
for Mason's Line, Chalk Line, Plumb Line, 
Pull Cord, Drapery Cord. 100 ft. spools in 

_ display box. Many other put-ups 










CHALK LINE 


Top quality, display packaged. Mason's Line, 
Layout Line, Furring-Out Line, Tile-Setting, 
etc. A staple, year round seller. 














CLOTHESLINE 
The best grade that's priced to sell in volume. 


Connected hanks individually packaged in 
polyethylene bags. 
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packaged, all standard colors. 
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CLOTHES DRYER CORD 


A cord especially designed for replacement 
use on clothes dryers. Three 50 ft. connected 
hanks make flexible sale unit. 





DRAPERY CORD and 
VENETIAN BLIND CORD 


ideal put-up for the home replacement market. 
Handy coils, cellophane wrapped, display 





SNAP-SACKS 


These SNAP-SACKS are made from heavy 
gauge polyethylene with an elastic ‘‘Help 
Yourself'’ top. Mason's Line, Butcher's Twine, 
Chalk Line, Wrapping Twine, Jute, India. 


Be sure to send for 
our complete catalog. 
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CORDAGE® 


JOHN H. GRAHAM & CO. INC. 
105 DUANE STREET, NEW YORK 8, N.Y. 
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or Prices subject to revision. Company 
Garehime CORPORATION Addr 
450 Townsend Street, San Francisco, California . City ond State ‘ 


NEW from Garehime Corporation, Hardware Wholesalers, 
and Daley Display Fixtures! 


Your pay-off Fixture AND Tool Plan— 


Daley Display Fixtures - Stanley Profitool! 





Now you can order your Daley Display Fixture AND basic hand- 
tool stock in ONE complete package! 
Your Daley Fixture is adaptable to ANY store with 15’ or more 


of wall space—and actually COSTS NO MORE than if you built 
it yourself! 


Here’s what you get: 
15’ Daley Wall Shelving with PLUS Basic Hand Tool Stock «s 


Canopy and Lighting; Perforated Deck att outlined in Stanley Profitool Plan 
and Shelves, complete with Glass Divid- (modified). 

ers, Snap-in Clips, Price Tag Moulding TOTAL PRICE, 15’ Daley Fixture 
—everything you need to create maxi- and Basic Tool Stock, $1764.00". 


mum impulse buying! Available in your 
hoi f DALEY DECORATOR , , . . 
perma 1 ahem Write for complete information to either address! 
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Display Fixtures 





‘a GAREHIME CORPORATION 
450 Townsend Street, San Francisco, California 
im DALEY DISPLAY FIXTURES 
Sth Ave. & Edison, Redwood City, California 


Please send complete information on the Daley Display Fixtures- 
Profitool unit. 


Name 
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Introducing... “| Duconatoc 
YE Nations Lock 
| © 
















@ National Lock’s newest 
“PROFIT-POTENTIAL”’ 


@ A fast-moving assortment 


“ a ikelet-TaiMmaol }ial-tamilclach acl a: 
of select quality items 


creations smartly styled 


@ FREE display board is in Black and Brass. a 
colorful...compact...effective they're RehctaPakel too 


DECORATOR offers you the very latest in bold, re 
modern cabinet hardware. Known as ASSORTMENT mop 
No. 40, it consists of 1 dozen or 1 dozen pair each of ty marimar voce 














10 select items including Pulls, Knobs, Backplates and — 
Hinges. They’re “Select-a-Pak’d” to stimulate impulse 
sales. A brilliant new display board, complete with hard- seinen 
ware, is offered FREE. Decorator is a “profit-package” BOARD 
requiring a nominal dealer investment. Order NOW! We. 49 

WRITE OR SEE YOUR WHOLESALER FOR FULL 

INFORMATION ON ASSORTMENT No. 40 

Hardware Rockford, Illinois ° Merchant Sales Division 


.. all from 1 source 
“comPRRRORS SMR SORIA ay RR REE RENE TNRRL CNS A A Ae a ae a a Tee eT 
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ACCO American Chain Now MAR ED 


‘tw, —for quick identification 
-for approximate Measurement 
-for full Protection 





ACCO now comes up with a great 
new idea in chain selling—an idea 
that will not only increase your sales 
of AMERICAN chain, but will save 
you time and trouble while building 
your profits! 

From now on, ACCO chain will be 
color-marked, approximately every five 
feet, with a self-identifying band of 
stick-tight tape. The tapes, each 
bearing the name ACCO and the grade 
of the chain, will be in standard 
industry colors as follows: 


GREEN for ACCO Proof Coil 
RED for ACCO BBB 

BLUE for ACCO High Test 
| >* for ACCO Alloy 


Containers are marked with the same colors 
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Quick Identification « These new 

markings tell you and your customers 
instantly what grade the chain is, and 
who makes it. This makes selling easier 
—and makes buying easier and faster. 
It eliminates the possibility of confu- 
sion or error. 
Easy Measurement « Because one of 
these bright, durable tape markers ap- 
pears approximately every five feet of 
the chain, it is a simple matter to 
measure off the desired length of chain 
in seconds. 

Full Protection « These color- 
identification markers assure the user 
that he is getting genuine ACCO-made 
chain of the grade he wants—and in the 
length he wants. No chance for any- 
thing to go wrong. Even a color-blind 
person can identify these chains by 
reading the clear markings! 

Now, more than ever, it will pay you to 
stock and push AMERICAN chain. 
Order these color-identified chains 

from your distributor today 
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American Chain Division 
AMERICAN CHAIN & CABLE 


York, Pa., Atlanta, Boston, Chicago, Denver, Detroit, 
Houston, Los Angeles, New York, Philadelphia, Pittsburgh, 
Portiand, Ore., San Francisco, Bridgeport, Conn. 





a ly fy a 


For Details Circle 5 on INQUIRY CARD 
HARDWARE WORLD 























JULY 1956 


COMMEN T— 


How Do They Find You? 


Several months ago a speaker gave some statistics about the 
growth of the West, particularly California. He stated that 
about 21,000 new persons were coming into the state each month 
and that the births over deaths gave an additional 15,000 in- 
crease .. . for a grand total of some 36,000 new persons each 
month. 


When you travel around the West you can well believe such 
figures. New home tracts are everywhere. New buildings are 
changing the skyline of all Western cities and new workers are 
taking their lunch boxes to new factories. 


This situation is not localized, it’s everywhere. You who have 
retail hardware stores in the West know this. I don’t have to 
tell you. However I am bringing up the subject for one reason 
... What are you doing about it? 


There is hardly a hardware store in this area that is not near 
new home construction or near new multiple dwellings. When 
these newcomers to our area take root are you there to make 
them your customers? 


I have done a little checking and find that most retailers 
depend upon their store front, their signs, and maybe a little 
advertising, to influence these people to stop in and look around. 


That certainly isn’t enough. For a quick run down the plan 
to pursue would be about like this: Find the name of the new- 
comers as soon as possible, send them a printed or typed invita- 
tion to come to your store, perhaps offer them a charge account. 
Maybe you could present them with a gift. When they come to 
your store and identify themselves, open up with friendliness 
and offer to be of some help to them in that period when they are 
settling down. If they are in a new home, they may need lots of 
advice, offer it to them and also tell them something about the 
neighborhood and do what you can to help them become a part of 
the community. It certainly will pay off. 


This growth isn’t new . . . its been going on heavily ever since 
the end of the war, but the idea of making an effort to get the 
newcomer’s business seems to be new to many retail hardware 
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Floor Sweep 
Display No. 1 


Here’s your opportunity to increase volume and enjoy 
greater dollar return on Oxco floor sweeps, just as stores 
all over the country are doing. This handsome Display, 
a complete selling and storage unit, brings floor sweeps 
out of the stockroom, makes them popular sellers and 
real money-makers. 


18 SWEEPS AND HANDLES PLUS METAL RACK 


All packed in one carton. Easy to set up—no complica- 
ted bolts or nuts—rack simply unfolds and it’s ready for 
stocking. Top sign tells customer style of sweep needed 
for his floor surface. Saves your selling time yet brings 


more sales at a nice profit! 






OX FIBRE BRUSH COMPANY, INC. 
FREDERICK <¢lebshed /§8¢ MARYLAND 


For Details Circle 6 on INQUIRY CARD 











| 


| 





OUR READERS WRITE 
.-. to the Editor 


Another 50-Year Firm 


Gentlemen: 

I can readily understand why you 
were not able to attend our 50th An- 
niversary party on May 19th. It was 
a huge success and we received many 
compliments on the plant, equipment 
and display of our products, including 
experimental fans that have been 
tried out by our Research Dept. over 
the 50 Years’ period. 

I was pleased to know that “Hard- 
ware World” is celebrating their 50th 
Anniversary, and I would like to ex- 
tend my congratulations to you and 
your associates on this occasion. We 
will certainly look forward to seeing 
the 50th Anniversary issue, which 
you mentioned, will be the November 
1956 edition. 

With best wishes for continued suc- 
cess of your organization, I remain 

W. H. Rietz, President 
Ilg Electric Ventilating Co. 





More Later from This Firm 


Gentlemen: 

We note your recent published in- 
quiry .. . “Who Started Business in 
1906?” 


The answer is a simple one and 
certainly an appropriate one since 
Marshall-Newell is this year celebrat- 
ing its 50th Anniversary! 

We sincerely hope that you find the 
attached announcement reprint of in- 
terest and informative. 

Thank you for asking the question. 
We are both proud and happy to sub- 
mit our reply. 

Paul R. Larimer 

Sales Manager 
Marshall-Newell Supply Company 
San Francisco, California 


Congratulations 


Gentlemen: 

I note you call attention to 50 years 
in the west, well I can go you one 
better namely 58 years in the hard- 
ware business having started in Dav- 
enport, Iowa, in 1898 and came to 
Colorado in 1918 and started as a 
manufacturer’s agent in 1920 and still 
going strong, so if you want to com- 
pare, I feel I am still ahead of you. 

Walter L. Schmidt 
Schmidt Sales Company 


New Store for Coronado 
Sirs: 
Making plans for a new store. 
Do you have any services to assist 
us in planning, etc.? 
Sincerely, 
O. Earl Narramore 
Village Hardware 
Coronado, California 
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The fastest selling wheeled goods on the floor 
® Pp ... that’s what thousands of merchants said 


last fall about Parker sweepers 


Additional thousands will say it again this 


8 great new fall as the selling power of Life me other big 


circulation magazines is massed to boost sales 


to still higher records 
Fall is leaf time and leaf time is Parker 


Lawn Sweeper time. Cash in on the desire to 


keep lawns clean and green by displaying 
spear ar p :.. America’s No. 1 lawn sweeper... PARKER 
LIFE for... Dankon. 


LAWN SWEEPERS 














Only PARKER gives you 
all these features 


. Unquestions i product quality 
Sweep il clean... A complet sin manual and 


motorized 1 








sweep it green ; ipaerenitteeatceak ieehemel 
. . Co-op advert ga tance 
* Demonstratcr p 


> 
Protect 


with a PARKER Lawn Sweeper 


RE AWN CLEAN 
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PARKER SWEEPER COMPANY, SPRINGFIELD, OHIO 
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Merchandise Now In The News 











120—MIRRO FRUIT DISH, styled in 
the modern manner to blend with con- 
temporary decor, has Copper - Tone 
finish bowl with popular dull-black 
enamel feet. Permanent Copper-Tone 
finish will not tarnish, chip or peel. 
Can also be used for potato chips, 
nuts, candy, pretzels, etc. Priced to 
retail at $3.95.— Aluminum Goods 
Manufacturing Co. 





121— “CHANNEL LOCK” STRIP 
BRUSHES have been added to Los 
Angeles Brush line. Construction is 
accomplished by folding the filler 
around rust-resistant wire and crimp- 
ing it in place. Brushes are produced 
in continuous strips and cut to de- 
sired length. Advantages claimed are 
light weight and economy.—Los An- 
geles Brush Mfg. Corp. 
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122— LOCKING ADJUSTABLE 
WRENCH has lock button fitting into 
knurl section that permits easy lock- 
ing and unlocking with one hand. 
When button is pushed wrench locks 
in any desired position, eliminating 
usual slipping and resetting. When 
button is pulled Select-O-Lock be- 
comes conventional adjustable wrench. 
—Utica Drop Forge & Tool Corp. 











124—READY-TO-ASSEMBLE Crack- 
er Box Derby Racer Kits contain four 
Neilson wheels, mounting brackets, 
and other necessary parts, as well as 
racer car designs and _ instruction 
sheets. Youngsters will find the plans 
a big help in constructing their cars, 
and may follow or vary instructions 
to suit their own preferences.—Neil- 
son Wheel Co. 





123— NINE PORTABLE MODELS, 
seven with automatic control, are in- 
cluded in the 1956-57 Arvin heater 
line. Topping the new line is a glass- 
panel automatic radiant heater that 
develops clean, quiet heat without af- 
fecting room humidity. Entire grille- 
protected glass panel acts as heating 
element.—Priced at $54.95.— Arvin 
Industries, Inc. 


125—-ELECTRIC CHARCOAL 


LIGHTER makes it possible for 
“Mom” or any member of the family 
to start barbecue fire safely and easily 
in matter of minutes. Assures odor- 
free, uniformly-hot bed of coals in 
less than ten minutes. Element, which 
draws 500 watts, is removed from 
coals after lighting. Retails for $4.95. 
—George Henry Company. 
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For additional information 
on any item shown on these 
pages, please circle number 
on the Reader Service Card, 
facing Page 32 in this issue 

















126—“NO-SPLASH” Bubble Stream 
aerating hose nozzle contains only 
one part that does entire job of aerat- 
ing water. Adjustable water stream 
permits universal application for all 
garden and home uses such as gentle 
watering of flowers, grass, shrubs, and 
washing of windows, cars, etc., with- 
out splash.—Wrightway Engineering 
Co. 





127— LARGE SIZE Shelby Spring 
Hinge has massive button tip and bar- 
rel that gives it clean cut, modern 
look. Adjustable spring tension is 
easily and quickly changed for vary- 
ing conditions. In addition to use on 
screen, storm and combination doors, 
they are applicable to wood stall 
partitions and heavy duty jobs.—The 
Shelby Spring Hinge Co. 


JULY 1956 


128—STUD DRIVER, the Mighty- 
Mite, Model 456, is a low-cost, pow- 
der-actuated unit that handles many 
difficult jobs of fastening wood to 
metal or wood and metal to concrete. 
Uses 22-caliber load, manufactured in 
a number of powder charges. Weighs 
3% Ibs. Studs can be driven at better 
than one-per-minute rate. — Reming- 
ton Arms Company, Inc. 


129—POULTRY NETTING that can 
be sold in units only and eliminating 
need for cutting partial rolls has been 
announced. Netting is wound in two 
connected rolls that can be sold either 
as one continuous roll or snipped 
apart in seconds and sold as two in- 
dividual tight-wound rolls. Eliminates 
tangled netting, scrap ends. — The 
Gilbert & Bennett Mfg. Co. 


li, falhitom ALMA he 
130 — DECORATIVE BATHROOM 
SET is made of sturdy metal that 
cannot chip or break, yet the embossed 
floral pattern in natural color give 
the appearance of porcelain. Can be 
used to hold bath salts, talcum, etc., 
or in kitchen as canister set.—Daher 
Co., Ine. 








131—NEW TOOL that combines many 
of the features of hack, coping and 
keyhole saws, the Leytool hacksaw, 
uses either 10” or 12” standard hack- 
saw blades. Depth of cut is unlimited 
with entire frame remaining on op- 
erator’s side of material — Hallbee 
Products Company. 





132—SQUEEZE OUT DISPENSERS, 
equipped with Nev-R-Drip nozzle have 
1001-all-purpose uses. A multiple sales 
item, they are available in various 
colors and embossed with “Ketchup,” 
Mustard, etc. Natural white is unem- 
bossed. Retail price 25¢—Bloomfield 
Industries, Inc. 
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133—NEW FEATURES of 1956 mod- 
els of Universal Coffeematic include 
newly designed heat guard handle, 
non-drip spout, plastic bottom, glass 
top, and gold escutcheon plate. Will 
be backed by heavy advertising pro- 
gram in consumer magazines, trade 
publications and newspapers.—Land- 


Buy by dozen : | ton, Seee 
in cellophane wraps 


all popular sizes 
ATLAS TACKS 





(and other fast-moving items!) 


Now, you can keep your stock tidy, compact... . and 
visible. Because all Atlas retail packages now come 


with cellophane overwrapping ... 14 and 4 lb. boxes 134—AMERICAN PENTRA - SEAL 
by the dozen, 1 Ib. boxes in units of five. Easier to | fr use on all interior woods such as 


7 ; : ; floors, cabinets, etc., seals in beauty 

display — easier to sell — easier to inventory. of wood and locks out dirt. Can be put 

Atlas again leads the way, in modern streamlined, | re an mop, — rage, or er 

. . pplication is fast and lap or brus 

extra-convenient packaging! marks never show. Offered in quarts 

and gallons.— American Floor Sur- 
facing Machine Co. 





The entire Atlas % Ib. line 
now packed in smart self- 
selling WINDOW - BOXES. | 





BETTER BUY BY DOZEN —BETTER BUY! 


| 135—SHEEP SHEARS with shorter 
TACK grip for easier head and leg trimming 
™ has overall length of 9 inches and 
aS CORP weighs only 5% oz. Material is high 
« carbon steel, hammer forged and hol- 
low ground. Single bow grip provides 
@ FAIRHAVEN, MASS. *® HENDERSON, KY. easy action for delicate trimming.— 

Columbian Cutlery Co. 
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PROFITS ROLLIN 





when you stock GLOBE! 
Young America’s favorite 
roller skate 


Take the new model 84, for instance. 
It practically sells itself. And little 
wonder — cushion-comfort wheels are 
50% quieter, with 600 miles of rough 
and rugged skating built in. 3-piece 
chassis is the strongest, longest wearing 
unit you ever saw! 

Better look at Globe’s complete line 
of quality skates today. Stock up now 

. and get your share of these casy 
sales and quick profits, 





PROFIT WITH THE MOST COMPLETE LINE 
OF ROLLER SKATES EVER OFFERED! 


No. 36 No. 63 No. 42 












High in quality For the ‘‘in-between"’ Sleek and colorful 
Low in Price selling range with ‘‘skate appeal’’ 
No. 197 No. 97 No. 75 





Special for 


omen Clamp model for Sturdy and safe 
juveniles 


small fry for beginners 


| 
i 


MILWAUKEE 1, WISCONSIN 
Western Representative 
M. E. Linxweiler Co., San Francisco 5, Calif. 
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BOKER tools are as finely made as the famous BOKER 
TREE 4¢ BRAND Cutlery .. . from special analysis, 
chrome vanadium steel—every tool load-tested, diamond- 
tested for hardness, and accurately machined. Your cus- 
tomers will go for them! 


2275C os 10% 
12%" sizes 

Heavy duty Combination Pattern Snips will 
cut curves as well as straight lines, Other 
patterns and sizes also available. 


36507 10° size 


Patented Groove- 
Grip, 5 position 
adjustable Plier- 
Wrench — cannot 
slip. Forged ribs 
and grooves. 






‘ez 

25332 — 6" and 7” sizes 
A popular Long-Nose Plier with keen side 
cutters. For electrical, radio and telephone 
work. The all around home tool, 


#5612 —6 1% 
82" sizes 

Heavy duty side cutting Plier widely used 
by linesmen and electricians and for 


maintenance repair. 
Be ns179 — ave" — 5" — 6 
“ 


Si J 72" sizes 


Diagonal cutting Plier used by 
telephone, radio and electrical 
workers, ‘‘Do-it-Yourselves" and 
for general maintenance repair. 




















sow 4 6 

8 10 12° sizes 
Chrome plated finish, spe- 
cial alloy steel thin 
Wrench, Exceptionally 






82 — 10” size strong. 
Compound action Aviation Type Reed " 
metal Snips. Bl cuts left; B2 cuts F(a ire mts 


right; B3 universal straight. cut. A POST 
Recognized Value 
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Easier TO CUT 


‘I didn’t have to take a test to know that 
L:O-F window glass is easiest to cut,’’ said 
Mr. Dona Broulette of Luck & Clarke Corp. 
(hardware), Wallingford, Conn. Mr. Brou- 
lette had just test-cut four leading unidenti- 
fied brands of single-strength window glass. 
After trying several cuts on each, he chose 
the one marked ‘‘D’’. Sure enough, it was 
L:O:F, the brand he has always found 
easiest to cut! 28 out of 30 dealers who 
tried this now-famous “‘blindfold test” had 
— the same experience. 


Easver TO SELL 


This L-O-F label identifies quality glass 
wherever it is seen. People know this label— 
it is appearing 216 million times in 1956 
advertising alone! And every time it ap- 
pears it adds to the already strong prefer- 
ence for L°‘O’F glass. This preference 
means faster, easier sales for you. 


Easver 
TO MERCHANDISE 


Here’s a folder that will remind your 
customers to replace that cracked or 
broken windowpane. And it tells them 
where to buy it (at your store). Order a 
quantity of envelope stuffer WG-17 from 
your Libbey’Owens:Ford Distributor 
(listed under ‘‘Glass” in your phone book). 
Or write to Dept. 6976, Libbey -Owens - 
Ford Glass Company, 608 Madison Ave- 
nue, Toledo 3, Ohio. 








“OWENS-FORD the easy-to-cut WINDOW GLASS 
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How EVE ARDEN’S 
‘Dual Personality’ 
helps you 

SELL PAINT! 


personality No. 1: 


Miss Arden’s “Sunset” personality helps 
you sell. For she and other Hollywood 
stars are featured in the single biggest 
paint campaign ever to run in “Sunset” 
magazine—a striking, 4-color full page 
for General Paint in each and every issue. 


personality No. 2: 


Miss Arden’s personality in your store 
helps you sell via a wide array of color- 
ful display material that ties in directly 
with the General Paint’s Sunset cam- 
paign, thus . . . making your store the 
store of stars. 









Look for me in the July issue 
of “Sunset” selling your 
prospects on General Paint. 











Some hard-headed facts for hardware dealers— General Paint gives more 
merchandising help to hardware dealers than any other paint “name” in 
the business. For General alone offers a merchandising plan that helps you 
sell not only paint, but a wealth of other hardware items. Your General Paint 
man has the eye-opening details of this unique plan. 


General Paints 


GENERAL PAINT CORPORATION. Dealers and branches throughout the West and Southwest. 
Administrative office: P.O. Box 3474 Rincon Annex, San Francisco 19 





For Details Circle 12 on INQUIRY CARD 


JULY 1956 











40-YEAR VETERAN RETIRES FROM DUNHAM, CARRIGAN & HAYDEN 





REX BISHOP (second from left), tool and garden supply buyer for Dunham, 
Carrigan & Hayden Company, San Francisco, and a veteran of 40 years with 
the firm, was honored by many of his friends who were in attendance at a 
luncheon at the Leopard Cafe, San Francisco, May 24, to mark the occasion 
of his retirement. At the head table (from left to right) were: Ben Halliday, 
sales manager of Dunham, Carrigan & Hayden; Mr. Bishop; George Neilson, 
who had served as an assistant to Mr. Bishop, and who is taking over as 
garden supply buyer for the firm; Dave Riser, Lippincott Company; and Harry 
Pforsich, H. M. Pforsich Company. The latter two gentlemen were instru- 
mental in organizing the luncheon in Mr. Bishop’s honor. During the cere- 
monies Mr. Bishop was presented with a scroll bearing the names of many 
of his friends, as well as many pieces of outdoor furniture. Mr. Bishop is 
now in the Hawaiian Islands on a one-month vacation. 


MARSHALL-WELLS HONORS 25-YEAR STORES 





WEST COAST HARDWARE STORE OWNERS celebrating 25 years with 
Marshall Wells Company were honored at the company’s annual Western 
convention held in Portland recently. Seated (left to right) are: O. E. Stevens, 


general manager of Marshall-Wells’ Portland-Seattle branches; Al Wold, 
Issaquah, Wash.; G. W. MacDonald, Portland; E. A. Anderson, North Bend, 
Wash.; H. A. Cool, Drain, Ore.; Bob Stearns, Oakland, Ore.; and Mur! Pettit, 
Coquille, Ore. Standing (left to right) are: Ira Watson, firm’s Spokane branch 
manager; James Feir, a 50-year veteran and formerly vice president of the 
company’s Portland branch; Harry Gundry, Seattle branch manager; Seth 
Marshall, Sr. pioneer founder of the company, from Duluth, Minn.; Nye O. 
Bristol, Hillsboro, Ore.; Edward A. Wuheridge, Port Townsend, Wash.; Hilding 
V. Anderson, Elma, Wash.; Howard Maylor, Ark Harbor, Wash.; Mel Johansen, 
Enumclaw, Wash.; and Chub Harvey, Glendale, Ore. 





Coroaire Names Hartman S. M. 


Arthur W. Conley, president of 
The Coroaire Heater Corporation, has 


deNeveu Joins Burgess 


Frank deNeveu has been named 
assistant sales manager of Burgess 





announced appointment of Gerald L. 
Hartman as general sales manager. 
Mr. Hartman comes’ to Coroaire with 
a long background of sales, advertis- 
ing and merchandising of major ap- 
pliances and consumer goods. 
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Vibrocrafters, Inc., manufacturers of 
electric paint sprayers, tools, and ap- 
pliances. 

Mr. deNeveu formerly was a field 
salesman for the company, covering 
Eastern territories. 





Williams 


Appoints 
Bulav 





Martin E. 
Bulav 


J. H. Williams & Co., Buffalo, N. Y., 
manufacturer of industrial and auto- 
motive wrenches, tools and drop-forg- 
ings, has announced the appointment 
of Martin E. Bulav as sales repre- 
sentative to cover the state of Ari- 
zona and the following counties in 
California—Riverside, Orange, San 
Bernardino, San Diego and Imperial. 
He will work out of the company’s 
Los Angeles office and warehouse. 


Heads 
Fishing 
Tackle 
Division 


Robert 
Jerrett, 
Jr. 





Robert Jerrett, Jr. has been named 
manager of True Temper Corpora- 
tion’s fishing tackle division. He will 
direct further development of the di- 
vision’s sales, merchandising, and 
marketing activities. 

Mr. Jerrett brings to his new post 
an abundant background in research 
and marketing, most recently with 
McKinsey and Company, management 
consultants, with whom he completed 
as extensive study of the fishing tackle 
industry. 
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New 
Sales 
Manager 
For 
Marshall- 


Spokane 


Earl Hughes 


E. F. Hughes, sales manager for 
the Spokane branch of Marshall-Wells 
& Company ended a 30-year career 
in the wholesale hardware business 
in May. He is succeeded by Seth 
Marshall, Jr., grandson of the founder 
of the company, and son of the former 
president and chairman of the board, 
who although retired is still asso- 
ciated with the company in an advi- 
sory committee. 

Mr. Hughes joined the firm as an 
auditor in 1926 and has seen the 
firm’s volume increase six times since 
then. Prior to this time he worked 
five years with the Missoula Mercan- 
tile Company, Missoula, Montana, and 








Seth Marshall, Jr. 


eight years with a Montana bank. 

Mr. Marshall, Jr., started out early 
to learn the hardware business by 
working in a retail hardware store 
in Minnesota during summer vaca- 
tions while attending college. After 
putting in some time with the Armed 
Services, he started with Sears, Roe- 
buck Company in the retail hardware 
department at St. Cloud, Minnesota. 
Later he was employed by a large in- 
dependent hardware store at Sauk 
Center, Minnesota. During the past 
two years he has worked in the St. 
Paul, Minn., area assisting retail 
dealers in modernizing and improving 
their present stores. 





Paul D. 
Kister 





Paul D. Kister, sales manager of 
the Jackson Manufacturing Company, 
Harrisburg, Pa., wheelbarrow manu- 
facturers, has been elected to the 
firms board of directors. 
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Hardware Firm Plans 
Shopping Center 


SALT LAKE City, UTAH—Premier 
Sales, Inc., hardware company and 
retail appliance distributing firm, has 
acquired an additional 270 feet of 
frontage on State Street. This brings 
the total area to 631 feet between 
5100 and 5200 South State :Street, 
reports Jack H. Bowman, president 
of the firm. 

The hardware company bought the 
land for the purpose of constructing 
a $250,000 shopping center. 

Premier Sales, Inc., now occupying 
a central position in the area, is mark- 
ing its 10th year of :hardware busi- 
ness. It has a branch in Provo and a 
wholesale house in Salt Lake City. 


Chicago 


Kenneth A. 
Syfrit 





Kenneth A. Syfrit has been ap- 
pointed regional sales manager for 
HARDWARE WORLD as announced by 
Robert E. McKenna, publisher. 

He will cover the Western part of 
the Central states with headquarters 
at 30 No. Dearborn St., Chicago, IIl. 

He joined the Chilton Company 
three years ago as a regional sales 
manager in the same territory for 
Distribution Age, and will continue to 
represent this publication along with 
HARDWARE WORLD. Previous to that, 
he worked in sales and sales promo- 
tion for the DuPont Company, Her- 
cules Powder Company and the Car- 
borundum Company. 


Named 
Oregon 
Dist. 
S. M. 


George 
Wulff 





(. 

George Wulff, former Seattle hard- 
ware buyer, has been named Oregon 
district sales manager for Rockwell 
Manufacturing Company’s Delta 
Power Tool Division. Mr. Wulff, 
whose district includes Idaho, Mon- 
tana and part of Washington, resides 
at 10448 Northeast 28th Place, Belle- 
vue, Washington. 
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Sell More 
Liquid Fertilizers 


THE NEW liquid fertilizers 
applied with a Hayes Lawn 
Sprayer have proved a revela- 
tion to thousands of home 
gardeners. They make lawn 
fertilizing a simple, easy matter 

.make it possible to maintain 
a greener lawn all season long. 

Get customers started right 
with these new wonder chemi- 
cals by recommending the Hayes 
Lawn Sprayer, the garden hose 
sprayer that mixes, proportions 
and applies garden chemicals 
more efficiently than any other 
type of garden sprayer on the 
market. 

That's why Hayes—and only 
Hayes—carries the endorsement 
of leading manufacturers of 
garden. chemicals for use with 
their products, including these 
well-known nationally adver- 


tised brands: 


BLACK LEAF 
ORTHO 
CHLORDANE 
END-O-WEED 
INSTANT VIGORO 
NORTHRUP KING 
GRO-STUFF 
WEEDONE 


Hayes Garden Sprayers— For insec-9 ne 
ticides, fungicides, leaf feeding. "ny 


Available in 114, 3, 4, 6 and 12 gal. 
capacities. Priced from $2.95. 


HAYES SPRAY GUNS 


leading manufacturers for 
use with their chemicals 


are APPROVED by 


Swift &Ce., Plant Food Division 
Thompson Chemicals Corp. 
Velsicol Chemical Corp. 

World Spray Ce., inc. 











Hayes Lawn Sprayers— 
For mass spraying of 
lawn moth solutions, 
weed killers, crabgrass 
killers, herbicides, liquid 
fertilizers. 3 models. 
From $3.45. 


Order today from your nearest Jobber 


BOUND FOR SOUTH OF THE BORDER 


VACATION BOUND Mr. and Mrs. Leonard Herbes, own- 
ers of the Marshall-Wells store in Pendleton, Oregon, 
stand on ramp of plane as members of the Marshall-Wells 
organization congratulate them as winners of a drawing 
held at the recent Marshall-Wells Stores Convention. 
Wishing them a happy trip are Larry LeBlanc, stores de- 
velopment; W. E. Wilson, sales manager, Mr. and Mrs. 
Herbes, and J. I. Alrick, manager stores division, Port- 
land. The Herbes flew to Mexico City with side trips to 
such points of interest as Acapulco, Pachuca, Pueblo and 
other points of interest. 


CONGRATU- 

LATING EACH 

OTHER upon 

their promotion 

within the Cal- 

Dak Company 

are Gordon F. Dablow (left), who was recently elected 
vice president in charge of manufacturing, and William E. 
Faulkner, elected vice president in charge of sales. 


HOFMANN MOVES TO SUBURBS 
IN SALT LAKE CITY 


The Hofmann Hardware Co., Salt Lake City, Utah, has 
shifted to the suburbs from its heart-of-the-city location 
on the southeast corner of 2nd South and State Streets, 
according to Joseph T. Pence, co-partner with Robert K. 
Bertagnole. It is now at the Granger Shopping Center. 
“Downtown hardware stores, without large parking areas, 
are a thing of the past,” said Mr. Pence. 

This hardware and athletic goods concern started its 
decentralization program about two years ago with the 
opening of a large store in the Sugar House Shopping 
Center in southeast Salt Lake City. 

Two other suburban stores are planned by Hofmann’s 
for Salt Lake County, and also a store is planned in south- 
ern Davis County, near Salt Lake County, said Mr. Pence. 

The downtown outlet in Salt Lake City which is closing 


SPRAY GUN COMPANY « World's Largest 
Manufacturer of Garden Hose Sprayers S 1934 
98 N. San Gabriel Bivd., Pasadena 8, California 


down has been operated for 35 years in the heart-of-the- 
city location. “We are keeping up with the trend of the 
times,” said Mr. Pence. 
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WESTERNERS 





Chilton News Bureau, Washington, D. C. 


Slump In Western Homebuilding, Modernization 
Could Hurt Hardware Sales, Lumber Production 


Previous optimism over Western homebuilding—and home con- 
struction across the rest of the country as well—is wearing a little 
thin. A serious slump in construction of new houses, and failure 
of this year’s ambitious home improvement program, could mean 
lost sales to many Western hardware dealers. 


An anticipated late spring up- 
turn in home construction and 
repair expenditures has so far 
failed to materialize, leaving the 
homebuilding industry operating 
at reduced speed. Charges are 
flying that the blame rests with 
the government for clamping on 
too tight bank credit restric- 
tions. Some building industry ex- 
perts blame the slump on over- 
building in many areas. 

Nels G. Severin, second vice 
president of the National Asso- 
ciation of Home Builders, speak- 
ing for the building industry of 
Southern California, told the 
House Banking Committee re- 
cently that the critical shortage 
of mortgage funds in the West, 
caused by the government tight 
money policies, has brought on a 
serious slowdown in home con- 
struction. At present, the mort- 
gage money shortage in South- 
ern California is the worst it has 
been in the last 10 years, Mr. 
Severin testified. 

A report of a subcommittee of 
the Banking group is evidence 
of the concern in Congress over 
the shortage of credit funds. 
The ambitious 1956 home im- 
provement program “cannot get 
off the ground unless adequate 
financing is made available,” this 
group says. Congress is ready to 
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increase the maximum home im- 
provement loan which the gov- 
ernment will insure from the 
present $2,500 to $3,500 and ex- 
tend the repayment period from 
the present three years to five 
years, but this won’t make any 
difference if there is no financing 
available, the subcommittee com- 
plains. 

Whatever the cause of the 
slump in Western home con- 
struction and modernization, it 
is already resulting in lowering 
prices and sagging orders for 
many types of Western lumber, 
including Douglas fir and ply- 
wood. Whether the eased credit 
restrictions will bolster the mar- 
ket—and do it in time to start 
construction booming again this 
year—will mean a great deal to 
many hardware retailers. 


MAILING will probably be 
more costly for the Western 
businessman if Congress ap- 
proves increases in mail rates 
requested by the Post Office 
Department—from 3¢ to 4¢ for 
first class mail (bills and letters) 
and 30 percent average for cata- 
logs and other advertising mat- 
ter . . . Speaker of the House 
Sam Rayburn, D., Tex., says 
there is strong congressional op- 
position to increasing first class 


mail rate, and there is a chance 
that the lawmakers will not want 
to tamper with mail rates in an 
election year. 


RETAIL LOANS will be easier 
and faster to get under the Small 
Business Administration’s Lim- 
ited Loan Participation program 
. . . SBA is authorizing its 23 
local field offices to approve the 
loans directly without an OK 
from Washington, thus cutting 
processing time to less than a 
month .. . Under this program, 
SBA will advance up to $15,000, 
or 75 percent of a loan to a re- 
tailer, with a local bank putting 
up the rest at easy collateral. 


WESTERNERS IN THE 
NEWS include: Harry V. Kiley, 
San Antonio, Tex., a prominent 
Western lumberman, the new 
director of the forest products 
division of the U. S. Commerce 
Department’s Business and De- 
fense Services Administration ; 
Henry W. Becker, Arcadia, 
Calif., the new director of the 
National Labor Relations Board 
regional office at Los Angeles; 
Harrison T. McClung, San Fran- 
cisco, the new director of the 
U. S. Commerce Department’s 
office of international trade 
fairs; David A. Hamil, speaker 
of the Colorado House of Repre- 
sentatives, the nominee for ad- 
ministrator of the REA; Victor 
Hansen, Superior Court judge in 
Los Angeles, the probable choice 
to head up the Justice Depart- 
ment’s antitrust division, suc- 
ceeding another Californian, 
Stanley N. Barnes. 
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Now! From General Electric-—a 
full new line of automatic heaters 





G-E Super De luxe Heater 
Only $3725 


Heats two ways—penetrating radiant heat plus comforting 
fan-forced heat. Two separate heat levels—1320— 1650 watts. 
Automatic thermostat. Completely portable. Safety engi- 
neered—built-in mercury switch shuts off heater if upset. 
Signal light glows when heater is on. Adjustable—the ulti- 
mate in heating comfort by General Electric. 





MODEL H-2 


Brand-new! G-E De Iuxe All-Around Heater 
Only $2425" 


Turns itself OFF and ON as temperature rises or drops. It’s 
big and beautiful—with fan-powered heat customers really 
feel! Automatic cut-off switch if overturned. Handsome two- 
tone color blends with any décor. 1320-watt heat unit. 


MODEL H-3 





G-E Automatic Heater 
Only #1725" 


Designed for added power. Compact but does a giant heating 
job—more effective than many heaters twice its size. Grill 
guard protects children and pets. Convenient handle for 
easy portability. 


MODEL H-1 





se before the snow falls! 





%* Manufacturer’s recommended retail 


Progress ls Our Most /mportant Product 
or Fair Trade price. Automatic Blan- 


ket and Fan Dept., General Electric C T C 
— en ch tg F H A L e L FE q j 
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CANNON) BALL 


ie 


Cannon Ball Tubular Track is self-cleaning. 
Cannon Ball Hangers are self-oiling. 
Doors always work smooth and easy. 


AND Cannon Ball Track and Self-Oiling Hangers 
are Guaranteed for the Life of the Building. 


AVAILABLE FROM YOUR DISTRIBUTOR 
With sales growing every year there is plenty of 
reason for you to get your share of the next 4 mil- 
lion sales. So see your distributor now. 
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STARLINE, INC., Harvarp, unos 


(formerly Hunt, Helm & Ferris) 











SELF-CLEANING 







SELF-OILING 
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TRAFFIC STOPPING DISPLAYS, utilizing small hard- 
ware items and small hand tools are being put in window 
by Pete Finch. Each “cartoon face” is given a humorous 


title. 


“Funny Faces” Stop Traffic 


SERIES of novel “cartoons,” 

constructed of nails, bolts, 
screws, and small tools, on 814” 
by 11” sheets of white card- 
board, have attracted much at- 
tention to. window displays at 
Finch Lumber and Hardware 
Company on 38th and Indian 
School Road in Phoenix, Ari- 
zona. 


The cartoon program was de- 
veloped by Pete Finch, young 
son of owner George Finch, 
from a magazine article, and has 
kept this new Arizona hardware 
and building materials dealer- 
ship’s windows “stopping traf- 
fic” ever since. 

The Finch Lumber and Hard- 
ware Company retail store is 


located at the end of a row of 
retail stores in Phoenix’s new 
suburban shopping center, with 
heavy foot traffic throughout 
the day. Consequently, in order 
to attract more attention to 
window displays, Pete Finch is 
using three of the novelty car- 
toons each week. Typical efforts 
represent a housewife, with 
cheeks outlined with two screw- 
drivers, a pair of snap rings 
serving as earrings, lock wash- 
ers and staples forming her 
eyes, and now, with nose and 
hair represented by finish nails. 
Another cartoon shows an un- 
happy home owner with a pair 
of small wrenches serving as 
cheek outlines, nails for hair, 
two half inch nuts for eyes, a 
wing nut for a downcast nose, 
and a pair of screws as a mouth. 
Still a third cartoon used in the 
same window showed “Willey 
One Bolt” with the face in this 
instance outlined by a pair of 
spread-open pliers, a row of 
mitre nails for hair and a va- 
riety of washers making up 
eyes, nose, and eyebrows. 

Pete Finch, who claims no 
credit for originating the idea, 
has gone ahead with the devel- 
opment of a “family” of car- 
toon characters who will, in 
sequence, depict typical prob- 
lems confronted by the home 
owner. “Everyone enjoys a 
touch of humor,” he pointed out, 
“and we have found that sales 
of any item displayed in the win- 
dow at the same time are al- 
ways better.” 





Where Were You in 1906? 





JULY 1956 


THIS IS 


this together. 





THE YEAR that Hardware 
World celebrates its Golden Anniversary. 
How many of you have been in the hard- 
ware business for 50 years, starting some 
time in 1906? Please let us know as soon 
as possible so that we may all celebrate 
(Editor) 
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Continual Remodeling 


After Taking Over Store Partners Put It on Paying Basis 


With Inventory Expansion and Continuous Remodeling Program 


O build up store sales to twice 

their previous volume over 
six years, the owners of Nelson- 
Kelley Hardware have had to 
pursue a policy of almost con- 
tinual remodeling and gradual 
inventory expansion. At the 
same time they have stepped up 


their advertising to an excep- 
tionally high 6 per cent of gross 
sales, yet have a net profit per- 
centage that the owners say is 
better than average. In conse- 
quence, they now enjoy an excel- 
lent volume of profitable busi- 
ness in a store located in what 





ONE FIXTURE to be retained in giftware section that is scheduled for re- 
modeling in near future, is the aluminum tube fixture with glass shelves in 
left foreground. Fixture has proven a good sales producer, without interfering 
with view of merchandise behind it. 
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is primarily a “‘working class” 
district of Portland, Oregon. 

C. L. Kelley and Byron W. 
Nelson acquired their Marshall- 
Wells store two years after it 
had been established in Port- 
land’s St. Johns business dis- 
trict. It was not prospering 
when the two new owners took 
it over. The building is 50 x 
100 feet, over three-fourths of 
it in sales area. A basic work- 
ing crew of four including the 
owners, is required, plus sea- 
sonal employees. 


Started Immediate Expansion 


One of the first things the new 
owners did was to begin a grad- 
ual expansion of their inventory 
both in dollar amount and in 
variety. They estimate that 
they now have twice the dollar 
value in stock that they had six 
years ago. Even more important 
is the way they have broadened 
it. 

“We try to make our inven- 
tory investment go as far as pos- 
sible by ordering in wide variety 
and limited quantity,” says Mr. 
Kelley. “For instance, where 
many dealers will order a dozen 
of an item we may order only 
six, plus six of something else. 
We go over our entire inventory 
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list once every two weeks, so we 
seldom run out of regular stock 
items. 

“We’ve found the Marshall- 
Wells inventory eontrol system 
particularly useful here, with 
their complete listings of mer- 
chandise they carry and the sug- 
gested prices. Those prices are 
based on surveys made of other 
stores, a service which we could 
never do for ourselves.” 

As usual, the partners are cur- 
rently working on still further 
improvements to their store; but 
their most recently completed re- 
modeling work has converted 
their store into one of the most 
modern in the Portland area. Of 
particular interest are the new 
display islands, 22 of them, 
which last year replaced most 
of the old island fixtures. 


Customers See More and Buy More 


“The design of our new fix- 
tures was based on three obser- 
vations,” says Mr. Kelley. “We 
had noticed, first, that with the 
stepped-up type of fixture the 
customer could not stand up 
close to the merchandise on the 
top shelf. Instead, he had to 
reach over to pick it up in order 
to examine it closely. Second, 
there was a good deal of space 
going to waste between shelves 
that could be used only for stor- 
age of replacement stock. Fi- 
nally, we believed our old fix- 
tures were lower than they need- 
ed to be, thus again wasting a 
good deal of potential display 
space.” 

Their solution was a display 
island ten feet long and only 
three feet wide instead of the 
five foot width of the old fix- 
tures. The sides are almost ver- 
tical and there are five shelves 
instead of four, for a total height 
of nearly five feet with the top 
shelf stocked. 

“The first advantage is that 
customers can get right up close 
to inspect every article,” says 
Mr. Nelson. “The only display 
space we’ve lost has been some 
end space on the lower shelf, and 
this has been more than made 
up by the extra shelf. 

“This does not give the cus- 
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CUSTOMERS can get right on top of the merchandise with the new fix- 
tures. Mr. Kelley shows how far customers used to have to stand back 
from the top shelf when the wider, stepped-back fixtures were used. 


tomer quite such a ‘bird’s eye 
view’ of the store as the old fix- 
tures did, but he can still see 
over the islands to identify the 


departments without difficulty. 


We have gained also twelve 
square feet of floor space with 
each fixture, which has allowed 
us to put in one more row of 
islands and to widen our aisle 


space. That in turn has im- 
proved substantially our over-all 
store circulation.” 


Merchandise Moved Out in Open 


Another improvement made 
last year was installation of per- 
forated board for wall displays 
of tools and builders hardware. 
The latter was formerly dis- 





TOOL AND SPORTS DEPARTMENTS ARE ADJACENT and both 

utilize Pegboard for effective, neat wall displays. Overhead section is 

being used to display smaller type wheel goods that are cumbersome and 
space robbers when displayed on floor or island fixtures. 
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FIXTURE for electrical supplies is designed to hold wide variety of 
merchandise as neatly as possible for materials that are difficult to store 
and display. End of fixture is used to display drapery hardware. Paint 


department is located at upper right. 


played in cabinets with sample 
pieces mounted to the cabinet 
doors. 

The owners have found the 
perforated board mounting to be 
extremely flexible and suitable 
for massing wall displays. There 
is in addition more self-service 
buying, since customers not only 
pick out their merchandise but 
pick it up and bring it over to 
the counter. An improvement 
for this year will be conversion 
of the attractive gift ware de- 
partment to perforated wall- 
board mounting. 

The owners of Nelson-Kelley 
rely primarily on two types of 
advertising as being most effec- 
tive with the approximately 20,- 
000 residents of the district they 
serve. One is the premium 
stamps given with each pur- 
chase which customers can save 
for merchandise prizes. 

“This operates on a franchise 
basis, so that we are the only 
hardware store in our district 
authorized to give that kind of 
stamp,” Mr. Kelley explains. 
“Some dealers will carry them 
more as an accommodation and 
will give them out only when 
customers ask for them. 

“Of course, the more stamps 
we give the more it costs us, up 
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to the maximum three per cent 
of sales. And that is just about 
the cost to us, since almost all 
our customers save them and we 
ask every one who makes a pur- 
chase if he saves the stamps. 
“We feel that if it is a worth- 
while advertising medium at all, 
it should be utilized fully. And 


we have no doubt that a good 
many of our sales are made for 
no other reason than that we do 
give stamps. I’ve had many peo- 
ple including a number who live 
several miles away, tell me that 
that’s the reason they’ve made a 
particular purchase.” 

The firm’s other principal ad- 
vertising medium is printed cir- 
culars, of which they distribute 
about 7,000 eight times a year. 
They use all the Marsha!l-Wells 
dodgers including the toy cata- 
log, and have found this form of 
advertising most effective. This 
also costs them about three per 
cent of sales. 

Residents are good customers 
for plumbing and electrical sup- 
plies, and paint. Here, as in 
other departments where sales 
service is required, the owners 
try to find out what the buyer 
plans to use the merchandise for. 
In paint in particular, this curi- 
osity saves much grief and many 
disappointed customers, who 
will usually blame the paint or 
the dealer or both, in case of a 
botched paint job. 

Gift ware sells well in a dis- 
trict like theirs, the owners have 
found, if a wide assortment is 
maintained, of good quality at 
moderate price. 





VIEW ACROSS STORE from gift section toward tool department was 
taken during last Christmas selling season. Despite the five-tier fixtures, 
customers can easily see over their top and are able to locate other de- 
partments without difficulty. 
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“Do-It-Yourselfers” 
Learn Knack of Doing 
Their Own Jobs and 
Actually Try Out 
Machines and Equipment 
in Phoenix Store at 
Special... 


PATIO 
CLASSES 


HE idea] answer to the prob- 

lems of “do-it-yourself” re- 
tailing is to “show the home 
owner how to do it in groups,” 
according to George Finch, own- 
er of the new Finch Lumber and 
Hardware Company, in Phoenix, 
Arizona. 

Thus, when the Arizona hard- 
ware man laid out his impres- 
sive new hardware and building 
materials store on busy Indian 
School Road, he placed maxi- 
mum emphasis on a permanent 
auditorium at the rear of the 
store which will be in continu- 
ous use for “home owner train- 
ing classes.”” With facilities for 
seating approximately 60 per- 
sons in the “patio auditorium,” 
the store will offer classes every 
two weeks on a year-round basis. 
All will be taught by practicing 
experts who are calculated to 
help the home owner overcome 
many of the problems associated 
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PETE FINCH shows how roller painting of interior walls 
is demonstrated in Patio classroom. 


with self-installation of plumb- 
ing, electrical wiring, asphalt 
tile, various types of painting, 
concrete work, brick work, in- 
sulating, ete. 

Mr. Finch, who before build- 
ing his huge suburban store 
was a highly successful contrac- 
tor, will be passing along the ex- 
perience gained by more than 
40 years in the field direct to the 
home owner. In every instance 
the “class” will be composed en- 
tirely of home owners who have 
been hand-picked for their in- 
terest and who will be person- 
ally invited by direct-mail let- 
ters. “We think this is absolutely 
necessary,” Mr. Finch said, “to 
do away with a phenomenon of 
present day retailing in the 
form of the ‘joy rider’ — people 
who simply enjoy going to any 
sort of function of this type 
merely to kill a few hours and to 
sample the free refreshments. 


Instead, with three of the train- 
ing classes already conducted, 
we have found it wisest to limit 
this sort of instruction to sin- 
cerely interested home owners 
who have been customers of the 
store or whom we have every 
reason to expect will become 
regular customers.” 

The facilities, as pictured, 
consist of a 40x25 foot brick- 
floored patio, at the rear of the 
main store and directly adjoin- 
ing it. The patio itself is a “sell- 
ing tool” inasmuch as its low 
walls rise from the floor to 
waist height and are composed 
of samples of various types of 
fencing sold by the Finch con- 
cern. Included are redwood, 
cypress, rustic fencing, basket- 
weave, and novelty types. The 
beams overhead support a roof 
of fluted plastic already ex- 
tremely popular in sunny Ari- 
zona for patio use. The floor, 
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COMBINATION CLASSROOM AND PATIO at rear of Finch’s in Phoenix, 
Arizona. Easily moveable benches can be stacked out of way. The patio is 
inclosed with 6-foot sections of fencing samples. 


calculated to excite much inter- 
est from outdoor-entertaining 
fans, is of wire cut face brick 
laid on their sides in parquet 


fashion and mortared into a 
durable, attractive permanent 
floor. 


Educational facilities include 
a broad wall at the east end of 
the patio, ideal for demonstrat- 
ing paint, application of insula- 
tion, wallboard, use of tools, etc. 
Near this display wall is the 
Finch warehouse plus a large 
closet in which a complete stock 
of display materials are main- 
tained. 

At the opposite end nesting 
compactly together when not in 
use are strictly comfortable 
benches of redwood. They oc- 
cupy a minimum amount of 
space, and can serve as display 
horses when desired, and in 
total seat 60. When a “do-it- 
yourself” clinic program is 
scheduled the benches are sim- 
ply flung neatly into place in 
two rows permitting plenty of 
visibility and comfort. 

At each meeting Finch Lum- 
ber and Hardware Company 
serves hot dogs and coffee at a 
“break” in the instructional pro- 
gram followed by a short period 
of questions and answers. “We 
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have averaged an hour and a 
half for each of the first pres- 
entations,” Mr. Finch indicated. 
This seems to be just about the 
proper length of time to hold 
the interest of the audience 
without bringing on excessive 
fatigue. We encourage plenty 
of questions, see to it that each 
is painstakingly answered, and 
likewise encourage the visitor 
to take notes which will help 
him profit by what he has 
learned.” 

The first three shows were de- 
voted in order to installation of 
sheet rock wall paneling, inte- 
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rior wall painting, and the 
use of quarter horsepower elec- 
tric drilling-operated tools. Each 
brought a full turnout and was 
pronounced a vigorous success 
on both the basis of audience 
comment and actual merchan- 
dise sold. “We’re making as 
much use of audience participa- 
tion as possible,” Mr. Finch said. 
“For example, during one of the 
paint demonstrations we en- 
couraged the members of the 
audience to step up and try their 
hand at using a roller on a vari- 
ety of surfaces. Many of the 
users were touching a paint 
roller for the first time and were 
surprised at the ease with which 
they turned out a professional- 
appearing job. After that they 
felt more qualified to tackle the 
decorating of their own home. 
In the same way we encourage 
other class members to nail up 
a section of wallboard, to saw 
through a light board with a 
drill-operated saw, etc. Every- 
one who attends our shows gets 
some actual, useful practice at 
whatever we are offering and 
since we are already sure that 
they are actual home owners we 
think that the time is ideally 
spent.” 

Sales during the initial six 
weeks of the “clinic program” 
have skyrocketed, according to 
Mr. Finch. Accordingly, a pro- 
gram which will extend through 
all of 1956 is being mapped out, 
through enlisting the coopera- 
tion of manufacturers’ to pro- 
vide instructors and lecturers. 





It Pays to Be Friendly 
... With Coffee and Doughnuts 
It seemed like a friendly thing to do, and that’s why the Graham 


Hardware Store, Rexburg, Ida., did it. 
No special reason . . . No extra special sale .. . No anniversary. 


Nothing to celebrate. 


It just happened to be Saturday, and it pays to be friendly on 


Saturday. 


So the Graham Hardware Store here served free coffee and 
doughnuts to all visitors to the store. 

In a big newspaper ad, the store invited everyone—friends, cus- 
tomers and strangers—to drop in and have a cup of coffee and a 


doughnut. 

Nothing to buy. Just say hello. 

It paid off. . .. Big crowd turned up. Lots of friends, lots of 
business. 
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Permanent 


Demonstration 
Booth Moves 
Power Tools 


ANT to increase sales of 

power tools? Then build a 
permanent, active demonstra- 
tion booth at the front of the 
store and invite both profes- 
sionals and “do-it-yourself” 
prospects around at monthly in- 
tervals for complete instructive 
demonstrations, suggests John 
Pearce, general manager of 
Englewood Hardware Company, 
in Englewood, Colorado. 

The company, owned by Mrs. 
Maude Coffey, had long enter- 
tained the idea of switching over 
from sporadic to periodic demon- 
strations. It was not until the 
store doubled in size in mid 1954, 
that sufficient space was avail- 
able to hold regular demonstra- 
tions. 

“We have found that the most 
important element in the power 
tool demonstration is to make it 
possible for any customer in any 
bracket to receive thorough, 
practical instructions whenever 
he comes into -the store,” Mr. 
Pearce indicated, “by that I 
mean that while manufacturers’ 
experts who know every element 
of the power tools will always 
draw a large crowd and do a fine 
selling job, it isn’t always con- 
venient for the interested pros- 
pect to reach the store at the ap- 
pointed time of the demonstra- 
tion. However, when there are 
four salesmen in the store, all of 
whom have been thoroughly 
checked out on the use of the 
power tools in our stock, and all 
facilities are set up ready for 
use, the customer can depend 
upon getting the demonstration 
he wants whenever he comes in.” 

The big booth is equipped for 
impressive demonstrations to 
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PERMANENT DEMONSTRATION 
demonstrations are given on a day-to-day basis by tool department personnel 
and once a month by a manufacturers representative. Area is located just 
inside front entrance. 


either the professional contrac- 
tor, builder, remodeler, etc., or 
the home owner. Kept always 
on display and ready for use on 
the 10-foot-long table at the 
front are routers, shapers, elec- 
tric saws, drills, mitering tools, 
dovetails, in addition to the gen- 
eral run of small power tools 
such as sanders, buffers, quar- 
ter-horse power drills, etc. In 
the center of the booth, where a 
rail protects the visitor from any 
possibility of injury, is a pro- 
fessional level table saw with 
attachments for all phases of 
woodworking. Beneath the coun- 
ter, ready for instant use, are 
samples of plywood, white pine, 
hardwood, etc., used to demon- 
strate the tools in stock. 
Consequently, whether the 
prospect is a home owner who 
simply wants to build a tele- 
vision set cabinet, or a profes- 
sional who is seeking to save ex- 
pense and time in home building, 
Englewood Hardware Company 
can immediately narrow his 
choice down to specific tools, 
demonstrate them on the spot, 
let the prospect try his own 
hand, and in this way satisfy all 
questions “on the spot.” Some 
of the store’s most expensive 
power tools in the $200 classifi- 





BOOTH FOR POWER TOOLS where 


cation have been sold over the 
counter after a five-minute dem- 
onstration of this type and often 
to builders who were in the 
store on some other errand. 

This, incidentally, brings up 
an important point, which is the 
fact that Englewood Hardware 
Company secured a full list of 
builders (in the Englewood and 
South Denver area), who might 
conceivably be considered pros- 
pects for its tool lines. A per- 
sonally written letter goes out 
to each, a week in advance of a 
professional-level demonstration 
which will feature a manufac- 
turer’s representative. All let- 
ters have been written persua- 
sively enough to bring about a 
50 per cent response. At the 
same time, all known woodwork- 
ing hobbyists and home owners 
who have a strong “do-it-your- 
self” interest, are likewise in- 
vited. It isn’t unusual for as 
many as 25 persons to be on 
hand for a professional demon- 
stration. 

The net result from expand- 
ing the power tool inventory 
substantially, adding profes- 
sional quality power tools, and 
devoting this space permanently 
to promotions, has been a profit- 
able 40 per cent sales increase. 
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Shelves 
Give Way 


to Panels 


EMOVAL of existing shelves 
in favor of huge pegboard 
panels and bracket display has 
effectually increased sales at 
Davis & Klunder, hardware 
dealers of Colorado Springs, 
Colorado. 

This change was part of a re- 
cent complete remodeling of the 
store in which Dave Davis and 
Harvey Klunder, partners, put 
every emphasis on convenience, 
open self service, plus the use of 
brilliant color throughout. The 
two Colorado hardware mer- 
chants were recently winners in 
the National Brand Foundation 
competition, based on a highly 
effective merchandising job and 


a 





BACKGROUND OF DEEP RED is used to effectively contrast stainless steel 
and copperware cookware in the housewares section of the remodeled store. 


have constantly expanded sales 
operations without physical 
changes to their odd - shaped 
store in downtown Colorado 
Springs. 

Due to peculiarities of build- 
ing construction, the Davis & 
Klunder store is “funnel shaped” 
with walls from either side of 
the broad 60 foot front, converg- 





EVEN PAINTS AND PAINT SUNDRIES are displayed with Pegboard unit 
and glass shelves. Note cleaning supplies on display nearby. 
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ing together to an apex at the 
rear. To capitalize on the odd 
layout, Davis & Klunder decided 
to make it into a huge and at- 
tractive “stage” with probably 
more visibility for every item 
shown than in any previous 
Colorado hardware store. 

The store has been divided 
into two major sections, with 
sporting goods on the left and 
housewares on the right. A mez- 
zanine balcony, reached by a 
central stairway at the rear, dis- 
plays heavy equipment, camping 
supplies, barbecue equipment, 
wheel goods and toys. A base- 
ment stairway to the right leads 
to the tool department, builders’ 
hardware, general hardware, 
and associated lines. 

Among all of the changes 
which were effected none have 
been more helpful than the elim- 
ination of open wall shelving in 
favor of pegboard paneling. In 
the fishing tackle department 
toward the left side of the store 
some 18 feet of open wall shelv- 
ing have now been closed with 
six sliding doors, each six feet 
high by three feet wide, which 
move on invisible tracks at top 
and bottom. Painted a bright 
apple green, the sliding doors 
are constructed of pegboard 
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which makes it possible to hang 
hundreds of small fishing tackle 
items on wire brackets over the 
surface. Behind each door, when 
closed, is duplicate stock match- 
ing the items shown on the peg- 
board for maximum  conve- 
nience. The display capacity of 
the wall area has thus been tre- 
mendously increased, the store 
has been given a much neater 
appearance and the time re- 
quired to serve a customer has 
been sharply chopped. 

Another excellent example of 
the employment of pegboard in 
place of open shelving is in the 
house cleaning item section. 
Here, a ten foot section of wall 
which was formerly made up of 
ten tiers of shelving has been 
refaced with a bright pink peg- 
board panel, capable of dis- 
playing more than 200 house 
cleaning items on brackets. As 
shown, these are set at odd 
levels, on removable short glass 
shelves with large, heavy pack- 
age items along the lower she!.. 
Facing directly toward the en- 
trance of the store, at the rear, 
this house cleaning supplies 
panel has jumped sales by more 
than 50%, in the space of a few 
months. 

General layout of the hard- 
ware section includes the house 
cleaning department area, in the 
center of the rear, kitchen gadg- 
ets to the right and cookware on 
a single imposing wall fixture 
finished in bright maroon against 
which stainless steel and alu- 
minum contrast effectively, oc- 
cupying the remainder of the 
space to the window. Out in 
front is a blonde hardwood gon- 
dola which is made up entirely 
of “kitchen gifts.” 

“The important thing was not 
only to get the merchandise off 
the shelf and onto suspended 
brackets on the panels where it 
could be more easily taken down 
and replaced but likewise to 
make it obvious at a glance that 
this would be possible,” it was 
pointed out. “We feel that the 
stage-like appearance of the 
store tells its sales story at a 
glance to anyone passing or 
driving by on the street in 
front.” 
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YOUNG CUS- 
TOMER tries out 
air horn in store’s 
well - stocked bi- 
cycle accessory 
department. 








Bicycle Accessories Potent 


Profit Source for Colorado Dealer 


EARLY one-third more bi- 

cycle sales plus an accessory 
sales volume better than 250% 
greater has been the results of 
creating a separate “bicycle ac- 
cessory department” at Meyer 
Hardware Company, in Golden, 
Colorado. 

Joe Meyer, operator of this 
Colorado university town hard- 
ware store, has taken a cue 
from automobile dealers in set- 
ting up so complete a stock of 
bicycle accessories that the store 
consistently pulls customers 
from towns as much as 50 miles 
away who find difficulty in lo- 
cating a replacement part, a 
“doll-up” item, or a favorite 
brand, in their own community. 

Likewise, following the pre- 
cept of the automobile industry, 
Meyer points out that today the 
price of all the accessories pur- 
chased often comes to a healthy 
percentage of the total bicycle 
price and with a longer profit 
involved. “Competition on bi- 
cycle sales is always intense,” it 
was indicated, “to the point that 
the profit margin has been cut 


short. However, there is no such 
price battle where accessories 
are concerned.” 

Entirely separated from the 
bicycle department, the acces- 
sories shop is a six-foot broad 
section of wall shelving, identi- 
fied by white silhouette letters 
at the top. Sloping glass and 
wooden shelves, alternately dis- 
play chains, clamps, generators, 
bicycle horns, replacement ped- 
als, grips, nuts and bolts, saddle 
bags, sirens, clamps, etc. Each 
small item is simply shown in a 
price-tag bin while larger items 
are individually price tagged. 

Meyer has found it wise to 
keep the display completely open 
to allow enthusiastic juvenile 
bicycle owners to build up the 
buy appeal for specific items. It 
isn’t unusual for the Colorado 
hardware store to sell half a 
dozen accessory items in a single 
step and the department has be- 
come a valuable extra source of 
lay-away volume. “As soon as 
the youngster gets his first bi- 
cycle he begins wanting acces- 
sories,” Meyer pointed out. 
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Firm to Re-open Downtown Store as... 


Power Tool 


Specialty Shop 


HOWN HARDWARE CO., 

pioneers in the Portland 
hardware field recently opened 
a specialty power tool shop in 
downtown Portland, when cus- 
tomers complained of the incon- 
venience of getting out to firm’s 
industrial store located at 333 
N. W. 16th Ave. 

This came about when the 
firm, which had operated a re- 
tail store on Fourth Avenue for 
30-odd years, decided last year 
to close this store and handle all 
sales from their industrial store 
which opened in 1947. 

“A few months ago, friends 
who had patronized the power 
tool section downtown made the 
criticism that they couldn’t get 
out to main store to buy power 
tools and accessories. The hand- 
power tool department far ex- 
ceeds any other, and demand is 
growing rapidly. We realized 
that there was a need to provide 
a conveniently located service 
for the do-it-yourself hobbyist,” 
said Frank Blum, manager of 
the power tool store. 

“With these home power tool 
enthusiasts in mind, I looked 
into the possibility of establish- 
ing a store catering to their 
needs. Questioning manufactur- 
ers’ representatives, I found that 
such specialty shops were far 
from common. The one upon 
which I patterned my plans is in 
New York City. Like us, that 
company has a large industrial 
store; it also operates a down- 
town power tool branch. A simi- 
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Requests of Customers Lead Pioneer 





MANAGER OF POWER TOOL STORE, Frank Blum 
(left), and his assistant Don Land, look over one of the 
setups. Mr. Blum has been in related work for 54 years, 
and with Chown’s for 30 years. 


lar operation will open in April 
in Seattle. So I had little prece- 
dent upon which to build.” 

Mr. Blum has been in related 
work for 54 years and with 
Chown’s for 30 years. He has 
full charge of all phases of the 
new shop, with one assistant at 
the time of the opening. His 
faith in the undertaking and his 
open-mindedness to the sort of 
service it will offer, promises 
success for the management and 
satisfaction for the customer. 

Floor space of about 20 x 60 
feet is available in what was the 
rear of the former retail store, 
now closed off from the rest of 
the building. One wall has 
cream pegboard panels to show 
accessories for the power units 
shown on the floor in compact 
but uncrowded display. Ample 
display area is furnished by the 
long windows at either side of 
the deeply setback entrance. 

“We plan evening demonstra- 
tions of power tools,” Mr. Blum 
explained, “at twice-a-month in- 
tervals. These will really con- 
stitute a school of instruction in 
power tool use. Chown’s has 
been giving such demonstrations 
at various Home and Do-It- 
Yourself Shows, with good re- 
sults. The store’s evening ses- 
sions will be of the same nature. 

“Our aim is to make it a per- 
sonalized exchange of ideas. 
With that in mind, we expect to 
limit each demonstration to 
about 30 persons who are sin- 
cerely interested. If they are 


not enthusiastic about the work, 
we would rather they did not 
come. When a customer makes 
a purchase, we sound him out as 
to whether he would like to at- 
tend. If he would, we place his 
name on our mailing list, so we 
can send him announcements as 
to the time of the demonstration 
and the subject to be dealt with. 
I have just drafted such a letter, 
in which it is suggested that 
the recipient may also bring a 
friend, and stating that if he is 
unable to attend the next ses- 
sion, he is welcome at future 
ones. 

“We opened Monday, Febru- 
ary 27. By the following Mon- 
day, we had as many signed up 
for the first demonstration, on 
March 13, as we wanted. This 
suggests that there will be good 
demand for the service. 

“Nature of each demonstra- 
tion is determined by those at- 
tending, as we will seek to find 
their needs, rather than offer 
anything stereotyped. We wish 
to keep them informal, for a 
group with like interests getting 
together and exchanging know- 
how. 

“Although the purpose is nat- 
urally to sell power tools, we do 
not expect sales during demon- 
strations; we are looking for- 
ward to future trade. And those 
who have already bought equip- 
ment will learn more efficient use 
of it. thus become more com- 
pletely satisfied and possibly 
stimulated to add accessories.” 
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Hawaiian Outpost 


Dunham, Carrigan & 
Hayden Has Found Branch 
Warehousing Successful 


in the Islands 


AWAII is not just a romantic 
vacation land, nor a place of 
timeless days where everyone 
plays, dances the hula or lolls on 
the beaches. It is a place where 
a lot of hardware, housewares, 
toys, garden supplies are sold, 
enough so that it was worth es- 
tablishing a warehouse. This was 
the thinking of Dunham, Carri- 
gan & Hayden, San Francisco 
wholesalers who have been sell- 
ing in the islands with a resi- 
dent salesman since the turn of 
the century. 
However, since World War II, 
the population on the islands has 





THIS IS THE TWO STORY BUILDING WHERE D. C. & H. WAREHOUSES 
STOCK FOR QUICK SHIPMENT TO ISLAND HARDWARE OUTLETS. 


increased rapidly. Many more 
independent hardware and gen- 
eral stores have been established, 
and it became apparent to the 
management of D. C. & H. that 
local stock was necessary to sat- 
isfy the needs of the islanders. 
Right after the war they had 





THIS IS THE CREW that is building up sales for D. C. & H. in 
Hawaii. They are (left to right) Yoshio Nagaji, salesman; Iwao 
Fujimori, salesman; Francis Ako, general manager; Dorothy 
Ako, office secretary; Ernest Yamamoto, warehouseman; Tat- 


suma Morimoto, warehouse clerk. 
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hired Francis Ako as their sales 
representative. He kept the or- 
der books busy and by 1954 the 
firm opened a small warehouse 
in Honolulu. 

Warehousing proved to be 
quite beneficial as goods were 
shipped from the manufactur- 
ing plants directly to the Islands. 
This not only saved time, but 
also transportation costs. The 
firm still ships some seasonable 
items from the _ three-million- 
dollar stock in San Francisco. 
However, with the exception of 
emergency orders, Mr. Ako sends 
requisitions for goods to San 
Francisco where the buyers 
process them and direct the ship- 
ments to Honolulu. 

It proved so successful that it 
became inadequate within a few 
months. In 1955 the offices were 
moved to the present establish- 
ment at 637 Pohukaina Street 
where there are 20,000 sq. ft. 
They are using currently 15,000 
sq. ft., subletting the balance. 

The firm feels that their fu- 
tire success in the Islands rests 
largely upon Mr. Ako’s continual 
outstanding ability to serve the 
local retailers and conform to 
the company’s strict policy of 
wholesaling to retailers only. 


33 











Builders Hardware Conference at Santa Barbara Attracts 300 


The Eleventh Annual Builders’ 
Hardware Conference, spon- 
sored jointly by the Pacific 
Coast Chapters of the National 
Builders’ Hardware Associa- 
tion, and the American Society 
of Architectural Hardware Con- 
sultants, at the Santa Barbara 
Biltmore Hotel, Santa Barbara, 
Calif., May 20-22, was a suc- 





All was not play as evidenced by speakers at business sessions. 


cess in every way. Approxi- 
mately 300 persons were in at- 
tendance for the informative 
business sessions and the numer- 
ous social activities. 


By a unanimous vote it was 
decided that next year’s confer- 
ence would be held in the Pacific 
Northwest, with the exact site 
to be announced later. 





Delegates gather in group by pool...relax in the warm Santa Barbara sun. 


. . dine and listen to dinner music. 





They turn heads to watch parading models . 


. . have fun choosing “Hat” winners. . . and turn again to watch model. 





They go native for Hawaiian Night .. . choose and applaud contest winners . 
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. . and just have a good time in general. 
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AUGUST MERCHANDISING 




















FIRST WEEK SECOND WEEK THIRD WEEK FOURTH WEEK FIFTH WEEK 
Ee | July 28-Aug. 3 | Aug. 4-10 Aug. 11-17 | Aug. 8-24 Aug. 25-31 
WINDOW A Rent or Buy Tools Rent or Buy Tools Trimming The Trimming the School Day Needs 
} 
ia Home Home 
peinretilipnaarene | geist SCAG etal SEES pet zscitsss ce AER” 2M ra 
WINDOW B Informal House- | Fall Preview Fall Preview Fall Sports Time Fall Sports Time 
eld tes wares Festival | 
IN-STORE | Rent or Buy Tools | Fall Preview (Fea- | Trimmin g The | Fall Sports Time School Day Needs | 
PROMO- | Feature all rental | ture mew ranges, Home (Featur: Feature hunting Feature all types | 
TIONS | items with rental | heaters, kitchen cabinet and | camping sup of back to school | 
AND and sales prices.) | appliances, fire- ers hardware plies, football sup sms from Kin- | 
SOURCES | place equipment, | lighting t plies) Jergar t 
FOR Informal House- electrical house- switch ¢ \ 
ADVERTIS- wares Festival | wares, etc.) | cet Trimming The 
ING | (Cont.) Home (Cont Fall Sports Time 
Rent or Buy Tools | : Cont.) | 
: “sepa Fall Preview : | 
Food Storing Cont.) (Cont) Fall Preview 
(Cont.) Satormel tis Cont.) Trimming The 
j Rent or Buy Tool Home (Cont.) 
Refrigerators & | joc Festiwal (Cont ) sais. Rent or Buy Tools . v2 
Freezers and Air | ‘Cont! ; Cont.) Fall Preview 
Conditioning | Plumbing Repair Clean-Up Sale (A Cont.) 
|  (Cont.) Time (Feature clearance of vaca- Clean-Up Sale 
faucets, faucet re- tion and cams Cont.) — or Say Tools 
| Summer Painting pri page ost hike ig ace (Cont.) 
| (Cont.) | pair items, fittings, = S, a sotusiin’ Malek. 
| Fun In The W | siliet. (stages ope wares (Cont.) poser: House- 
| un In e ater toilet seats and ‘ wares mt.) 
| (Cont.) | supplies, sink sup- | so sag ling a Food Storing 
| fies, etc.) = Cont.) Clean-Up Sale 
| 3 5 | Cont.) 
Food Storing Food Storing | Refrigerators & 
Cont.) (Cont.) é , 
Sti | Freezers and Air Plumbing Repair 
ee eee Refrigerators & | Condition Equip- Time (Cont) 
| Frese and Ar | “fseere and Air | ment (Cot | 
| (Cont.) ep idee ys Plumbing Repair 
——e (Cont.) | Time (Cont.) 
{ on } | 
| Fun In The Water Plumbing Repair 
| (Cont.) Time (Cont.) 
SPECIAL Aug. 1—Colorado 
DATES joined Union— 
1875 } 
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CONVENIENT Hands-Free Telephone has a microphone 


that is sensitive in all directions, and can pick up conversa- 


ONE OF THE DISPLAYS used by Magla Products which 
embodied the offer of one pound eight ounce package of 





ae 
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tion at ordinary voice levels from as far away as 20 feet. 
User can continue to work with his hands free, crossing the 
room to get papers from a file, checking inventories, or 
carrying on just about any activity in the same room, 
while he talks and listens. Ideal for communication set-up 
between main store and warehouse or between departments 
or different parts of any operation. Power is obtained from 
any standard 110-volt alternating current outlet. 
For Details Circle 169 on INQUIRY CARD 
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“All” detergent with the purchase of a Magla Silicone 
ironing board cover, which resulted in the following con- 
clusions. Firm learned that premiums become more suc- 
cessful by a comprehensively coordinated promotion en- 
compassing streamers, cooperative advertising, news 
stores, and point-of-sale merchandising for counter and 
wall display. It was found that different display methods 
achieved specific results even when rotated from one spot 
to another in specific stores. 
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Food 
Storing 


Schedule: June 30-July 13 


OBJECTIVE—Promote all types of canning and 
food preserving supplies. It should be scheduled 
to precede the first big canning season in your 
area to let the people know that you have an ex- 
tensive line for the current season and subsequent 
seasons on fruits and vegetables. 


WINDOW—The sign looks like a huge jar of 
preserves. Make it out of cardboard and paint to 
resemble fruit jar. Tack it to a shelf which holds 
various jars of vegetables and canned fruit and 
jars of jelly. These could be the real thing... 
leftovers from your own stock or borrowed from 
a neighbor. On tray at front floor of window place 
a variety of artificial fruit. Display a complete 
line of items for preparation of food such as par- 
ing knives, slicers, pitters, corers, graters, etc. 
Also display a variety of cookware including pres- 
sure cookers. Glass jars and tin cans along with 
sealers should be highlighted. In most commu- 
nities it is quite profitable to show a big line of 
freezer supplies, such as boxes, bags, paper, cloth, 
etc. 


DIRECT MAIL—tThis medium is especially good 
for your farm clientele. Send a letter with a rub- 
ber ring from a fruit jar. It could start like this: 
“What does this remind you of? That’s right... 
food storing time. Put it in your purse to remind 
you that the next time you are in town come to 

Hardware Store and stock up on all of 
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your canning or freezing needs. We’ve got ’em. 
From preparing to processing, you will find just 
what you need.” You could use a variation of 
this for your town customers. 


RADIOW—“It is just about time for the harvest- 
ing of . Then all of the housewives of 
this community will be busy preparing these 
in their favorite way to store up for 
winter. This is a big job that can be made easier 
with proper supplies and equipment. Before the 
season is upon you, come to Hardware 
Store and see the huge amount of canning and 
freezing supplies on display. Make your job 
easier; get ready today.” 








NEWSPAPER AD—Head ad with an illustra- 
tion of fruit or vegetables. Your local paper can 
probably supply one for it. Use the line: “Now is 
the time to Store Feed. Make your job easier. 
Use the latest items designed to make canning or 
freezing a pleasure. Here are a few selected prod- 
ucts that will do a surprising job of preparing 
and processing the food that you will want to 
taste just right next winter. You will find plenty 
more down at the store.” 
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For Outdoor 
Living 
Comfort 


Schedule: July 7-20 


OBJECTIVE: This is the height of the season 
for selling summer items for outdoor living such 
as barbecues and summer furniture, so use the 
promotion to move much of your merchandise to 
prevent large amount of markdowns at a later 
date. 


MERCHANDISE TO PROMOTE: The primary 
type of merchandise is barbecues, braziers, port- 
able picnic type barbecues and all types of sup- 
plies including aprons for the outdoor chef and, of 
course, a chef’s hat. Outdoor lighting will be a 
popular thing this year as manufacturers of light- 
ing equipment are presenting many interesting 
designs and ideas that create excellent lighting 
effects in the patio. Beverage sets and patio type 
dinnerware are always good sellers at this time 
of the year. 


WINDOW—tThis promotion is designed to sell 
comfort and you can achieve a startling effect by 
following the artists idea on the chaise lounge. 
Stuff a pair of pants with crumpled paper to make 
the legs look full and place it on the lounge. Place 
a pair of shoes in proper position at end of legs. 
At the top place a summer straw hat. This spells 
comfort without the need of a sign and also should 
result in a conversation piece. Get people talking 
and you have a successful promotion. In back of 
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lounge place a pole and attach at top a jagged 
cut-out piece of green paper or cardboard to sim- 
ulate a tree. The rest of the window is easy . 
just place a representative amount of summer 
merchandise. 


DIRECT MAIL—Send a postcard with this 
copy: “This is your invitation to see the laziest 
man in town and while you are about it to see 
how you, too, can enjoy a lazy summer.” 


RADIO AD—Hurry! Hurry! Hurry! See the 
laziest man in town. He’s reclining in the window 
of Hardware Store. Everybody is 
talking about him. Come see him for yourself and 
you will envy him. Why? He knows how to enjoy 
himself and you will, too.” 





NEWSPAPER AD—An effective ad can be 
made out of the same copy as used in radio com- 
mercial. Use no illustrations. Set copy in attrac- 
tive type within a box. Buy enough space to have 
an impressive amount of white space around the 
type. Alternate ad would be effective by showing 
all types of merchandise for an enjoyable, lazy 
summer. 
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Garden Supply 
Fair 


Schedule: July 14-27 





WIN DOW—Looks like everything is blooming. 
Bamboo rakes and brooms are stuck in flower 
pots with artificial greenery at the base. The 
sign, “Garden Supply Fair,” should be painted on 
a cardboard sign, cut to look like a flower. At this 
time of the year it is good to promote utility gar- 
den items such as wheelbarrows, lawnmowers, 
lawn sweepers, etc. Also such things as incin- 
erators, hangers, sprinklers, and other items that 
are used at this time of the year, should be ex- 
ploited in this campaign. 











CAMPAIGN PLANS—Advertise this in your 
local paper and if you want to get good response 
offer a free flower to the ladies, such as a carna- 
tion or possibly even orchids . . . also tie in your 
garden rental items. 
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Informal Housewares 
Festival 


Schedule: July 21-Aug. 3 


WINDOW— Is the very epitome of relaxation. 
Everything in it reminds one of fun and resting. 
Make a paper sign as shown in sketch and attach 
to inside of window. Background of window is a 
bar which can be set up from packing boxes cov- 
ered with paper with wood grain. Put all types 
of beverage glasses on top. On coffee table show 
all types of summer dinnerware for either inside 
or outside use. Show trays, chairs, stools, etc. 


CAMPAIGN PLANS—Select several items from 
the list of merchandise you are promoting and 
illustrate it in newspaper ad. Push this quite 
heavily at this time because a lot of this mer- 
chandise will be on the inactive list after Sep- 
tember Ist. Use radio if necessary to augment 
newspaper ad. 
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Look for the Home 
Improvement Equipment 


Schedule: Aug. 4-17 


CAMPAIGN PLANS—This promotion is a fall 
opening merchandising event. Promote the basic 
things for the home, heat, cooking, and enter- 
tainment. This means that you should take this 
opportunity to show the new models of ranges, 
space heaters, portable heaters, portable cooking 
equipment, new lamps, coffee tables, radio, tele- 
vision and any other item that you are introduc- 
ing at this time. 


WINDOW—Attach a sign to the inside of the 
window and below it either paint on or cut out a 
piece of paper and attach on to window what looks 
like an eye. From this eye take ribbon and run it 
to each major item in window. This is a very 
simple idea yet very effective and will take little 
time to prepare. 
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Decorate 
The Home 


Schedule: Aug. 11-24 


CAMPAIGN PLANS—This is principally a 
paint promotion. However, at the time a person 
paints the outside of the home, they are certainly 
in the frame of mind to pretty-up the place. What 
better excuse have you got to sell all types of 
merchandise that will compliment the new paint 
job? . . . house numbers, outdoor lamps, flower 
pots, planters, and many other things can en- 
hance the home, sell them with the paint job. 


WINDOW —Uses a door as the sign. You can 
use a real one or simulate it with cardboard. Put 
the sign in panels on the door . . . “Decorate the 
Home Now.” Put one word to a panel. Use a large 
plywood board as shown in back of door to hold 
all other types of decorative supplies. 
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TRIPLE TRAPEIC..TReEAL 
LOW INTRODUCTORY PRICE 
ON 3 NEW 


BROOKPARK |. 


i iii PATTERNS 

















Top to bottom: 
FANTASY — turquoise or brown and 
~ ' gold motif on translucent white. 


~ 
— 
4 


7 am : J TULIP — multicolor traditional floral 
/ motif on translucent white 


jj 
| \ i CHAMPAGNE-pink and black bubbles 
Wa ~ ? on translucent white. 
7 a, 


Special offer to make the difference between interest and action 
/ / ' in your Brookpark sales! Get customers started with several place 
ge : settings of Brookpark fine quality Melmac® plastic dinnerware, 
and your Brookpark will be on the move in a big way...with 
open stock for add-on extras! Be sure you're part of this traffic- 
building event. Make this a September to remember! 





ANOTHER SALES BOOST! 
Full page, full color ad in THIS WEEK magazine, NOVEMBER 4th ISSUE complete with 
local dealer listing. Be sure you tie-in with your own ad and point-of-sale displays. 


international molded plastics, inc., Cleveland 9, Ohio 





For Details Circle 44 on INQUIRY CARD 
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50-CENTS TRADE-IN on any old 
pocket knife, regardless of age, make 
or condition, toward purchase of any 
Camillus brand pocket knife, is part 
of firm’s special trade-in display. Com- 
plete promotional kit provided. — 
Camillus Cutlery Co. 
For Details Circle 150 on INQUIRY CARD 


“IT’S FUN TO EAT OUTDOORS?” is 
theme of Poloron’s full-color, all-pur- 
pose, floor or window merchandiser. 
Unit can be used as basis for a com- 
plete Outdoor Department of related 
merchandise.—Poloron Products, Inc. 
For Details Circle 151 on INQUIRY CARD 


GIFT CARTON used to package the 
new Imperial sweeper can be set up 
as an instore display, and makes 
convenient storage receptacle for 
sweeper in the home.—Bissell Carpet 
Sweeper Company. 

For Details Circle 152 on INQUIRY CARD 
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ILLUMINATED display for counter 
and window tells story of why copper 
on bottom of Revere’s copper-clad 
stainless steel cooking utensils makes 
the difference. A simulated trivet with 
utensil over illuminated flame graph- 
ically illustrates copper’s heat con- 
ductivity —Revere Copper and Brass, 
Inc. 
For Details Circle 153 on INQUIRY CARD 


FOUR “Do-It- Yourself” painters 
items, are featured in colorful mer- 
chandising package that make it 
easier to sell four items at one time. 
Display shows how and where each 
item may be best used.—A. G. Jaco- 
bus’ Sons, Inc. 
For Details Circle 154 on INQUIRY CARD 


TOOL-UP-TIME kit, contains many 
garden tool display and advertising 
pieces, and store promotion ideas. Kit 
comes complete with window posters, 
ledge banners, tool booklet, ad mats, 
etc.—True Temper Corporation. 

For Details Circle 155 on INQUIRY CARD 





“STOCK YOUR SHOP” system of 
screw packaging, includes rotatable 
merchandising rack which holds 5 
boxes each of 40 different types and 
sizes of most-used wood and machine 
screws. Clear plastic box is 2” by 2” 
square and 3” long, and has a slide 
cover and brilliant colored labels.— 
Eleo Tool and Screw Corporation. 
For Details Circle 156 on INQUIRY CARD 


' 


SELF-SERVICE merchandiser dis- 
plays full line of Yale Ceramic hard- 
ware. Sloping section of display fea- 
tures Dresden, Contemporary, Mod- 
ern and Provincial patterns. The Dres- 
den group of knob and escutcheon 
switch plates, drawer pull, and key- 
hole plate are displayed on upright 
section. — The Yale & Towne Mfg. 
Company. 
For Details Circle 157 on INQUIRY CARD 
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PILFER PROOF 
STIMULATES IMPULSE BUYING 
KEEPS RIGHT SIZE IN RIGHT PLACE 
MAKES INVENTORYING EASY 





















CONTACT YOUR JOBBER OR — 
IRE ED EAR IAR S 


HENRY L. HANSON COMPANY 


27 UNION ST. WORCESTER, MASS. 














For Details Circle 18 on INQUIRY CARD 
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TWENTY-ONE different West Bend 
Bakeware items may be stacked on 
this single display unit. Unit has 
dark maroon pegboard frame with 
natural finish wood legs. Display 
comes in corrugated shipping carton 
with instructions for assembly and a 
suggested bakeware arrangement 
print.—West Bend Aluminum Co. 
For Details Circle 158 on INQUIRY CARD 


“PROTECT YOUR FLOORS,” the 
chief selling point of Bassick rubber 
cushion glides, is dramatized by pho- 
tos and copy on new decimal package 
that opens up to become a self-ser- 
vice display merchandiser for coun- 
ter or window use in hardware stores. 
Glides are encased in plastic “see-’n 
sell” tubes that invite examination of 
broad, flat steel bases and soft rub- 
ber cushions.—The Bassick Company. 
For Details Circle 159 on INQUIRY CARD 


Wash. Store Wins Prize 


The Ankcorn Hardware Company, 
Palouse, Washington won the fourth 
prize in the Black & Decker Mfg. 
Company’s Christmas window display 
contest. This contest is held annually 
to encourage retail store dealers to 
maintain during the Christmas sea- 
son an attractive window display of 
the company’s products. 


MULTI-DISPENSER, designed to ac- 
commodate a variety of styles and 
assortment of sizes for every painting 
need, comes in the large and small 
size, and holds two complete lines of 
varnish and enamel brushes, sash and 
trim brushes, and wall brushes.— 


Masterset Brushes, Inc. 
For Details Circle 160 on INQUIRY CARD 
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2-WAY Anchorite self-seller display 
designed to give dealers a self-selling 
eye-catcher for both counter top or 
wall, spotlights 36 packages of 12 
Anchorite Wall Plugs.—Wall Plugs, 
Ine. 

For Details Circle 161 on INQUIRY CARD 





DOUBLE SALES of “Jifty” screen 
painters and screen dusters with this 
combination shipping carton and 


counter display.—A. B. Carlson & Co. 
For Details Circle 162 on INQUIRY CARD 
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BUILD SALES with a Forgecraft 
display designed with an easel that 
may be used for counter or hung on 
the wall. Printed in five colors, the 
No. 700 and No. 800 lines are fea- 
tured in black and antique copper. 
Display includes Forgecraft switch 
plates and receptacle plates.—Penn- 


Akron Hardware Corp. 
For Details Circle 163 on INQUIRY CARD 





SPACE SAVING plastic pipe dis- 
penser occupies less than eight 
square feet of space, yet holds over 
1000 feet of plastic pipe in 44”, %4” 
and 1” sizes. Less than five feet in 
height, display blends in with both 
counters or islands. Priced at $19.75. 


—Carlon Products Corporation. 
For Details Circle 164 on INQUIRY CARD 


Announces 1957 Calendar 


A valuable aid to home owners and 
a sales booster for hardware or lum- 
ber dealers is a new 1957 “Do-It- 
Yourself” Calendar. The Kemper- 
Thomas Co. has prepared this calen- 
dar in cooperation with FAMILY 
HANDYMAN MAGAZINE. Calen- 
dar features a 12-page date pad, the 
back being devoted to such articles 
as: What to Do When the Fuse 
Blows, How to Replace a Window 
Pane, Multiply Drawer Space, and 


many others. 
For Details Circle 165 on INQUIRY CARD 
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ONLY A FEW MINUTES TIME is 
required to set up this compact new 
display pack of Green Spot hose ac- 
cessories. The shipping carton is 
opened at both ends, and sturdy set 
of bins is slipped out, then backing 
in green and gold is unfolded in cen- 
ter and at top. Sprinklers are added 
to the sides.—Scovill Manufacturing 
Co. 
For Details Circle 166 on INQUIRY CARD 
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COMPLETE INSTRUCTIONS for 
for use of Plumb Shop plumbing mer- 


chandise is printed right on cards on | 
which items are mounted. Complete | 
installation shown, step by step, from | 


water outlet to the final hook-up.— 


Plumb Shop. 
For Details Circle 167 on INQUIRY CARD 


Merchandiser for Wood Finishes | 


Lowe Brothers Paints have intro- 
duced a self-service merchandiser to 
help dealers capitalize on the increas- 
ing popularity of natural wood fin- 
ishes. Merchandiser attractively dis- 
plays product as well as actual fin- 
ished wood panels. A choice of 3 
clears, 6 specie and 14 modern stain 


colors are offered to the consumer. 
For Details Circle 168 on INQUIRY CARD 






























| Roll Up Extra Sales 
and Profits tor you 


The market for wheels for do-it- 
yourself projects is growing by leaps 
and bounds. Be ready to sell your 
do-it-yourself customers quality 
GLEASON WHEELS for garden 
equipment, yard carts, small wag- 
ons, outboard motor carriers, lawn 
furniture, portable workshop stands, 
golf carts, trash can feed carriers, 
outdoor serving carts, barn equip- 
ment . . . anything they build. 
Gleason’s DO-IT-YOURSELF 
Wheel Deal gives you all you need 
to set up a wheel department in 
your store. Includes5 sizes of wheels, 
6” through 12” diameters. Compact 
all-metal Counter Display lets cus- 
tomers See and 
Spin .. . lets you 
sell and profit. 
Reducer bushings, 
literature and 
merchandising 
helps also includ- 
ed at no cost to 
you. 
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Takes only 
1 Sq. Ft. of 
space 


Mail Coupon 
NOW. 












258 N. 12 Street, Milwaukee 3, Wis. 


Please rush Complete Information on GLEA- 
SON Wheel Deals No. 521 and No. 522, 
and FREE Counter Display. 



























For Details Circle 19 on INQUIRY CARD 
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fom ~=CFREE! Metal 
=r —_ wall dispenser 
ee «= for Remington 
= “Rocket” 22’s 


Protects stock...Spurs sales...Saves space 


Hang this NEW ammunition dispenser safely behind your 

counter on the wall—on a shelf partition—or on a store column. 
There, right at eye level, this bright red and green metal display 
reminds your customers to stock up on new Remington 
““Rocket”’ 22’s—hottest 22 shorts available! 20 packs of extra-fast 
“Rocket” 22’s slip into this attractive unit at the top... 
dispense easily at the bottom. “Rocket” 22’s sell fast . . . so keep 
this new merchandiser filled for quick turnover. Ask your 
wholesaler for the Remington #R-560 Upright Wall Dispenser 
with a colorful display card, plus a window streamer and complete 
instructions. 








Colorful display with 4 popular 
22 rifles— at no extra cost! 





Now you can order popular Remington 22 rifles thot 
come shipped in a colorful floor display. Just slip off the 
protective cover, stand it up and watch it sell! 














The four fast-moving Remington 22's include two Model 
514 bolt-action single-shot rifles, one Model 512 bolt- 
action repeater and one Model 550 autoloader. 


You can spot the brightly colored display in heaviest 
store traffic—a unique locking device protects the guns. 
Ask your wholesaler for the Remington 22 rifle assortment 
and display #420 that costs nothing extra. 





For Details Circle 20 on INQUIRY CARD 
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Modernize for Sales Improvement 


HERE comes a time sooner or 

later when a store or a depart- 
ment must improve the physical 
set-up, through remodeling, mod- 
ernization, or store improve- 
ment, if they are to continue 
competing on a profitable basis 
for their share of business. 

In matters involving some 
things, such as life or death, in- 
creased taxes, etc., the status 
quo is to be preferred. In retail- 
ing the status quo can mean 
stagnation, an increasing cost of 
doing business, and quite often a 
rating in Dun and Bradstreet’s 
listing of business failures. 

A modernization program is 
actually a selling improvement 
program and should only be un- 
dertaken as such. This sales im- 
provement program should be 
undertaken just as soon as the 
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improvements will increase the 
dollar volume to the point where 
the improvements pay for them- 
selves through increased profits 
and by amortization provided in 
our tax structure. 

In undertaking a program to 
improve selling by moderniza- 
tion of the physical set-up there 
are quite a few things that seem 
obvious at first glance, but when 
considered objectively are 
worthy of further study. 


Bostrom's New Store Provides 
Good Example 


Perhaps a good way to dem- 
onstrate what can be done in a 
modern, up-to-date sporting 
goods department is the Sports 
Department of Bostroms new 
Uptown Plaza in suburban Phoe- 
nix. 


With dimensions of 60x25 
feet, Bostrom’s sports depart- 
ment has been planned for com- 
pletely “open display” plus a 
permanent place for everything. 
Display facilities for the most 
part consist of a 60-foot-long 
Pegboard wall, and five large 
lime-oak gondolas, set in ladder- 
like fashion down the length of 
the department. 

One of the prime advantages 
of a large Pegboard wall area 
such as this is that space-con- 
suming merchandise such as 
thermos jugs, rifles and _ shot- 
guns, basket balls and hoops, 
tennis rackets, etc., can be dis- 
played on the wall section. 

In any modernization program 
considerable attention should be 
given to lighting that will pro- 
vide the dramatic effect desired, 
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and show all merchandise to ad- 
vantage. The Pegboard section 
at Bostrom’s is illuminated by 
fluorescent lamps concealed be- 
hind a suspended soffet, which 
extends out three feet from the 
wall. This provides brilliant, 
glareless illumination over all 
items shown. 

Gondolas should be the type 
that utilize cubic footage rather 
than square footage—three, four 
and five tier type rather than 
flat, table top fixtures — and 
should have adjustable shelves 
that can readily be moved up 
and down to accommodate vari- 
ous types of merchandise. 


Department Needs Lots of Elbow Room 


The sports department is one 
department that shouldn’t be 
physically crowded with fixtures 
and merchandise. 

It’s an unusual sportsman who 
will buy an item of sports gear 
without first a few “dry runs” 
with the merchandise. There- 
fore, ample space, for whipping 
fishing rods, swinging shotguns 
and rifles, or slicing the air with 
golf clubs, should be provided. 

This space has been provided 
for at Bostrom’s, according to 
Kenneth C. Roberts, sporting 
goods department manager who 
said, “our experience has been 





SPACIOUSNESS OF SPORTS DEPARTMENT was captured in this picture 


taken from one end of department. The long Pegboard panel is along the right 
wall and extends entire length of department. 


that sporting goods requires 
plenty of space to do a worth- 
while merchandising job. And, 
in a store such as ours which in- 
corporates gift, china and glass, 
housewares, toys, hardware, and 
paint, we felt it was wise to iso- 
late the sporting goods depart- 
ment as far as possible away 
from those departments which 
attract women customers. Men 





A HUMOROUS TOUCH in gun merchandising at Bostrom’s, is this all-white 
shot gun “for formal weddings” which is mounted on a separate plaque and 
priced at $19.95. The gun is an old double barreled model that was sanded 
down and then painted with several coats of white enamel. 
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appreciate a masculine atmos- 
phere in sporting goods shopping 
and that is the type of appeal 
which we have attempted to de- 
velop.” 


Don't Hide Your Light 


The location of the depart- 
ment will vary in each instance, 
depending upon the space avail- 
able, the character of the com- 
munity, and to the extent that 
the sports department depends 
upon impulse sales. If the de- 
partment is isolated, then signs 
should be used generously to 
call attention to, and direct cus- 
tomers into this department. 
This includes both in-store and 
exterior signs. A department 
worthy of being called a sports 
department is certainly worthy 
of exterior signs of some kind. 
(See picture on this next page 
that illustrates what some 
dealers are doing in this re- 
spect.) 

Too often, a sportsman in a 
strange town, and sportsmen do 
travel far and wide in search of 
game and gear, has to physically 
walk into a hardware store and 
look around before he can be 
sure the store has a sports de- 
partment. Again, too often, af- 
ter he has wandered in, seeking 
specific merchandise and with 
the folding green to pay for it, 
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he finds that the store has the 
largest stock and selection of 
sports gear in town, -while the 
little sports shop down the street 
that the customer probably vis- 
ited first because of the six-foot 
signs proclaiming “Sporting 
Goods,” probably carried a frac- 
tion of the stock. 


Space for Special Displays Needed 


Early in any modernization 
program, an area or areas should 
be developed for special display 
use. This area should be large 
enough so that “full size” dis- 
plays, using mounted animals, 
boats, motors, etc., can be util- 
ized. Bostrom’s new store pro- 
vided a window, 10 feet long by 
10 feet deep, to the right of the 
main entrance, which will be 
used for sporting goods displays 
throughout most of the year. 

Once the physical set-up has 
been brought up to date, it is 
time to start doing something 
about the other half of any sell- 
ing operation, the sales per- 
sonnel. 

If the department has been 
enlarged, or sales are expected 
to increase to the extent that 
additional sales help is needed, 
then every effort should be 
made to hire young men who are 
avowed sportsmen themselves, 
and who probably have built-up 
a local reputation as prominent 
athletes in your area. 

Only a few of the high school 
and collegiate stars in any area 


EQUAL BILLING for the word 
“Hardware” and the word “Sporting 
Goods” is the way Pay ’N Save Hard- 
ware, Van Nuys, Calif., let their cus- 
tomers know they also carried sport- 
ing goods. 
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go on into professional athletics 
following graduation. The rest 
are forced into a non-athletic 
career and many will jump at a 
chance to start in the retailing 
field, and at no greater salary 
than it would cost to hire any 
other inexperienced person with- 
out a sports background, and at 
a salary considerably less than 
it would cost to hire an experi- 
enced sales person. Following a 
short training period under the 
guidance of an experienced de- 
partment manager, or store 
manager, this young man will 
have the necessary sales experi- 
ence in addition to the sports 


Following through with Bos- 
troms as an example, they have 
a basic staff of four salesmen in 
the sports department, includ- 
ing three young men who have 
been prominent athletes in the 
Arizona metropolis, and who are 
avowed hunting and fishing en- 
thusiasts. 

There are, of course, so many 
facets of sales improvement 
through modernization that it 
would be impossible to more 
than hit a few high spots, and 
rather superficially at that, in 
an article of this length. 

What we have tried to do is 
point out just a few of the things 


background and local following 
that he brought the department 
in the first place. 


that are quite often overlooked 
in the process of sales rejuvena- 
tion through modernization. 


WINNERS OF WESTERN HOUSEWARES GOLF TOURNAMENT 


op aa 


WINNERS OF FIRST WESTERN HOUSEWARES INDUSTRY GOLF TOUR- 
NAMENT, which attracted buyers and sellers from the West Coast to the 
Mt. Diablo Country Club, May 24, gather in a group with their trophies. The 
event was sponsored jointly by the San Francisco Pot & Kettle Club and the 
Sacramento Pot & Kettle Club in an effort to establish an annual get-to-gether 
of housewares people in manufacturing, wholesaling and retailing. Winners 
(left to right) are: John Higgins, Libbey Glass, Los Angeles, low net runner 
up, (winner Manufacturers’ Trophy donated by United States Steel Products) ; 
Harry Dalhauser, Wire Specialties, Santa Clara, (a Flight Trophy winner); 
Norman Marsh, San Francisco, winner low gross, (Fred C. Wood Perpetual 
Trophy awarded to San Francisco Pot & Kettle Members only); Russ Van Tyle, 
United Air Lines, low gross runner up (Sacramento Trophy); Maurice Barn- 
blatt, Pres. Lacar Enterprises, Belmont, (a Flight Trophy winner); Don Evans, 
Revere Copper & Brass, Inc., San Francisco, (winner National Housewares 
Trophy for low net); Lloyd Barnblatt, salesman Lacar Enterprises, Belmont, 
(winner of the San Francisco Pot & Kettle Club’s low gross Trophy); R. 
Petersen, Petersen Bros. Hardware, Hayward, (a Flight Trophy winner); and 
in back, Richard C. Lorenzen, Imperial Knife & Associates, former holder 
Fred C. Wood Trophy. 
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NIKIE LURES, in spinning and bait 
casting and trolling sizes have the ac- 
tion to sucker the lunkers. On a very 
slow retrieve the lures play on top of 
water, fussing and skittering about. 
Retrieved less slowly, they dive down, 
and on fast retrieve they shoot down 
deep and stay deep.—Creek Chub Bait 
Company. 
For Details Circle 275 on INQUIRY CARD 


IMPORTED Gevarm .22 caliber semi- 
automatic carbine has action with 
only 5 parts, containing neither firing 
pin or extractor. Operates on blow- 
back principal with force of explosion 
gasses blowing breech bolt back to 
eject cartridge cases and pick up new 
round. Over-all length measures 41 


SPORTS NEW PRODUCTS 





inches.—Tradewinds, Inc. 
For Details Circle 276 on INQUIRY CARD 


Je) FISHING 3 
TACKLE: 


HEADQUARTERS ©. 





CORTLAND’S new merchandising kit 
is a complete fishing tackle promo- 
tion. Includes a large poster, three 
colorful streamers, a generous supply 
of firm’s 1956 Fishing Forecasters, 


-** YOU'LL CATCH °-. 


. MORE THAN MICE_—s-~. 









* WITH 


Victors give you a big 
mark-up to start with. 
And in the 2-Pac or 

4-Pac you can double or 
quadruple your profit on 
every sale. Customers who 
normally buy ‘“‘a mouse trap” 
will buy the Victor Pac—and 
your profits rise accordingly. 
So, get on the Victor “‘brand 
wagon” to catch extra sales 
and profits. 





e456 6 650. F 
Victor 2-Pac, 15¢ 
(2 Victor mousetraps) 


Victor 4-Pac, 29¢ 
(4 Victor mousetraps) 


Order Victor mouse and rat traps from your wholesaler 


ANIMAL TRAP COMPANY OF AMERICA 


LITITZ, PA. 
BERKELEY, CALIF. 


* PASCAGOULA, MISS. 
* NIAGARA FALLS, CANADA 


For Details Circle 21 on INQUIRY CARD 
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and humorous “Fishing Fever” quar- 
antine card.—Cortland Line Co., Inc. 
For Details Circle 277 on INQUIRY CARD 
Tas ae 





IMITATION PORK RIND, Min-Buck, 
looks like the real article. Costing 
only 25¢, it wiggles and acts like pork 
rind. The firm’s Min-Buck Dardevle 
has a fastener just behind the hooks 
on the under surface of lure to which 
the pork rind can be attached to com- 
bine its motion with wiggle and wob- 
ble of the lure.—Lou J. Eppinger Mfg. 
Co. 

For Details Circle 278 on INQUIRY CARD 
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SIMPLIFIED inspection and cleaning 
of firearms is now possible with Mirro- 
Mag, a new swivel mirror-magnet 
combination. Unit can be affixed to 
any firearm and will hold itself in 
place by magnetic action, while the 
swivel mirror can be adjusted to re- 
flect light through the barrel. Enables 
user to detect smallest speck of dust 
or dirt.—Ullman Products Corpora- 
tion. 
For Details Circle 279 on INQUIRY CARD 





STAND-UP DISPLAY PANEL on 
this carton for Proto fisherman’s 
pliers features eye-catching fish. With 
display panel folded forward, carton 
serves as sturdy shipping and storage 
unit.—Plomb Tool Co. 

For Details Circle 280 on INQUIRY CARD 
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SPORTS PROMOTION of the MONTH 


OBJECTIVE —This promotion is built around 
all the merchandise that will be in demand during 
the summer months that are traditionally vaca- 
tion time. 


WINDOW—All types of gear that will be used 
by youngsters during school vacation, and the 
gear that will be packed by travel bent sportsmen, 
should be worked into the window. Include in win- 
dow a few specific items that will have particular 
appeal to each member of the average family. A 
green tent draped over the box can be substituted 
for the grass mat if desired. Merchandise can be 
placed in window in almost any order, or it can 
be built-up in sections, with gear appealing to spe- 
cific members of a family devoted to each section. 


NEWSPAPER AD—A very effective ad can be 
worked-up by utilizing the mat services of the 
local newspapers. Select small mats of various 
members of a typical family at play and use these 
to illustrate the ad that can also be built-up in 
four sections. Heading for the overall ad might 
well be “Summer Sports Specials.’”’ Copy can read 
something like this. “We are Fun Specialists and 
we make it our business to help you have more fun 
at home and on vacation by stocking and selling 
the best selection of sports gear in town.” If the 
ad is broken down in four sections as suggested, 
then the heading over each section could be “Fun 
Specials for Mom,” “Fun Specials for Son,’’ ete. 


Might Fishing “Poxtuons’.. 
You Can Sell in Volume - 
The Season 'Round “TRAVELITE” 


lt blinks — beams — or 

spew and beams! Red 

3 é i ae lashing top light. Pivot 

Backed by Sales-impelling national advertising, base to position light in 
wide arc. Twin switches 

operate both lights singly 


“EMPIRE” Lanterns keep moving in steady, profit- oF together. Plastic hendie. 
P 9 siti n No.960 - $6.50* 




















able volume to sportsmen, vacationers, motor- 
ists — everyone wanting the finest in sa 
dependable portable outdoor light. 


Make 1956 a record season with 
these three popular “EMPIRE” \ : 
leaders ... Others to choose from! : i 4 FOCAL-RAY 


Pivot Base swings beam 


TWIN-LITE ‘! in full circle. Change from 
Two switches light either bulb e ; : = , spot-beam to bright 
or both at once, Exclusive pivot L iat 5 flood at turn of lens 
base spots beam up and down é L¢ / head. Plastic handle. 
— stays put on many angles. ¥ ‘ * 4 : : No. 900—$3.95* 
No. 872—$4.95* = 


The METAL WARE @orgoration "WOR! 


For Details Circle 22 on INQUIRY CARD 


*Slightly Higher In West 


VERS, WISCONSIN 


M * NEW RK 


JULY 1956 





TO RECEIVE ANY OF THIS PRINTED MATTER CIRCLE NUMBER 


ADJUSTO - SEAL WEATHER- 
STRIP, six-page phamplet available 
from Schlegel Manufacturing Com- 
pany, describes and illustrates use of 
firm’s plastic-wool weatherseal for 
doors, windows and sliding panels. 

For Details Circle 196 on INQUIRY CARD 


JARI TILLER LITERATURE, a 
two-side catalog sheet issued by Jari 
Products, Inc., describes and_illus- 
trates the unique traction principles 
and ease of handling of firms new 
Model “R” Master Rotary Tiller. 

For Details Circle 197 on INQUIRY CARD 


CONDENSED, 44-page, catalog 
covering line of bolts, nuts, rivets, 
screws and other industrial fasteners 
manufactured by Clark Bros. Bolt Co., 
contains illustrations, sizes, packag- 
ing information and prices on the 
most popular items in the Clark line. 

For Details Circle 198 on INQUIRY CARD 


ANDROCK HARDWARE CATA- 
LOG NO. 556, 24-page (11” x 81%”), 
three -hole punched catalog covers 
The Washburn Company’s bright wire 
goods that are now box in firm’s 
new decimal pack. Units are all 
packed in shelf boxes of 10, 20, 50 
or 100. 

For Details Circle 199 on INQUIRY CARD 


PEOPLE, PROGRESS & PROD- 
UCTS is title of a 28 (12 in. x 9 in.) 
page booklet published by American 
Steel & Wire Division, United States 
Steel Corporation, covering 125-year 
history of wire making. Booklet is 
devoted to history of founding of the 
firm, the men who have guided the 
firm from its founding to the present, 
a contrast between first methods of 
making wire with today’s operations, 
and a look at the future. 

For Details Circle 200 on INQUIRY CARD 


HOW TO SHIP BY AIR IN COR- 
RUGATED BOXES, a fully-revised 
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24-page booklet is offered by Hinde & 
Dauch. Information regarding inter- 
national shipments, responsibility for 
damages, carrier restrictions and load 
limitations, as well as data on the 
adaptation of corrugated boxes and 
other packaging materials for air 
transport, is covered. 
For Details Circle 201 on INQUIRY CARD 


RAPID WHEELER is the title of a 
bi-monthly four-page, newspaper-type 
publication, offered by Rapids Stand- 
ard Company, Inc. Describing new 
developments in caster use, new de- 
signs and modifications in casters, 
and offering advice on caster specifi- 
cations. 

For Details Circle 202 on INQUIRY CARD 


gaa) 
SHOTGUNS 
TELESCOPE SIGHTS 


Mossberg 
for accuracy 
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ENTIRE MOSSBERG LINE of 
rifles, shotguns, telescope sights, spot- 
ting scopes are outlined in new cata- 
log giving detailed features and spe- 
cifications of each model.—O. F. Moss- 
berg & Sons, Inc. 

For Details Circle 214 on INQUIRY CARD 


DEMING DEALER SALES AIDS 
CAN MAKE MORE PUMP SALES 
FOR YOU, is title of an 8-page, four- 
color bulletin published by The Dem- 
ing Company, and illustrating the 
complete line of sales aids and mate- 
rials available to Deming pump deal- 
ers and distributors. 

For Details Circle 203 on INQUIRY CARD 


THERMA-CAL ACCESSORIES are 
covered in a two-color catalog sheet 
available from North Shore Name- 
plate, Inc., describing four accessories 
used to apply company’s color ano- 
dized and etched aluminum foil name- 
plates to crinkle, uneven or curved 
surfaces. 

For Details Circle 204 on INQUIRY CARD 


COLOR MAKES THE DIFFER- 
ENCE, a full color broadside pub- 
lished by Remington Rand, covers 
firm’s printing calculators, electric 
adding machines and hand adders that 
are now offered in new decorator col- 
ors designed to enhance office decor. 

For Details Circle 205 on INQUIRY CARD 


MOLE-CHOKE THE BETTER 
MOLE AND GOPHER TRAP is a 
catalog sheet covering the steel mole 
and gopher trap manufactured by 
Skyline Manufacturing Company. 

For Details Circle 206 on INQUIRY CARD 


KEN-RAY BRASS CORP. is offer- 
ing an 8-page plumbing accessories 
catalog describing a firm’s line of 
faucets, hydrants, gas cocks, valves 
and fittings. 

For Details Circle 207 on INQUIRY CARD 


PRICE & RUTZBECK CATALOG 
No. MC-902, 16-page catalog covers 
full range of tools firm distributes 
through regular trade sources to pri- 
mary and allied firms in wood, plas- 
tic and metal working industries. 

For Details Circle 208 on INQUIRY CARD 
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... lots of times I sell USS 
Roofing and Siding sheets 
without moving a muscle 





... farmers come into the store 
pre-sold on USS StormSeal; 
corrugated sheets, too 


... that’s because USS 
does so much advertising and 
promotion to our customers 





- 


“,.. and because farmers know, 
from experience, they get their 
money’s worth when they buy 
USS steel products 








USS Steel Products 


for more profitable selling 


United States Steel Corporation + 
120 Montgomery Street, San Francisco 6, California 


UN PTB eP STAT € 3S 3 V.5 & & 


For Details Circle 23 on INQUIRY CARD 
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Columbia-Geneva Steel Division 








THE WOOSTER SEALKOTE 
COMPANY offers a bulletin on their 
Seal-Kote vinyl plastic paint for pre- 
serving and improving the appearance 
of a wide range of exterior surfaces. 

For Details Circle 209 on INQUIRY CARD 


GARDEN CREATIONS BRING 
FLOWERS TO THE HOME EVERY 
DAY IN THE YEAR, shows in fu!! 
color available Bloom-Rite flower cre- 
ations made of real flowers that are 
everlasting and of washable fast col- 
ors. Offered by Nurserymen’s Ex- 
change. 

For Details Circle 210 on INQUIRY CARD 


# 


THRIFTEE PAK SLIDING DOOR 
HARDWARE, 4-page catalog sheets, 
describe and illustrate use of Thriftee 
Pak sliding door hardware manufac- 
tured by John Sterling Corporation. 

For Details Circle 211 on INQUIRY CARD 


MEET THE WORLD’S MOST 
MODERN POWER MOWERS . 
folder that can be used as mailer or 
stuffer, is available from the Moto- 
Mower Co. Firm’s reel and rotary 
mowers are shown in color with a de- 
scription of mowers’ advantages. 

For Details Circle 212 on INQUIRY CARD 


WILTON CATALOG 112, 48 pages, 


shows many new clamping tools 
among the 250 items listed. Liberally 
illustrated, and prepared by men with 
on-the-job experience, the catalog is 
a useful reference manual with com- 
plete specifications and price lists. 
Offered by Wilton Tool Mfg. Co., Inc. 
For Details Circle 213 on INQUIRY CARD 


USS ROOFING SALES HELPS 
FOR USS ROOFING DEALERS, 
booklet offered by the Columbia-Gen- 
eva Steel Division of United States 
Steel Corporation, shows the type of 
ads, and lists the publications and the 
months in which the company’s ads 
will be used. Sales helps cataloged in 
the booklet include roofing & siding 
estimator, free envelope stuffers, ref- 
erence books, charts showing strength 
and safe loads, a 48-page “how-to” 
book packed with roofing “know-how,” 
newspaper mats, and group of build- 
ings of which complete building plans 
are available. 

For Details Circle 215 on INQUIRY CARD 


TIPS ON BRUSHES, a sales man- 
ual prepared by the American Brush 
Manufacturers Association, includes 
helpful information on, Facts About 
Brushes, What’s In A Brush, Tips on 
Buying, How To Break In A Brush, 
Tips on Painting, How - To - Do-It 
Charts, etc. The hints, and facts pre- 
sented in these pages will help you 
sell your fine painting tools. 

For Details Circle 216 on INQUIRY CARD 
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“TOOL UP WITH TAPE”—*“BIG 
FOUR ELECTRICAL TAPES,” a 
new, 12-page booklet helps you to 
choose the type of electrical tape best 
for every insulating and protecting 
application in electrical construction, 
maintenance and manufacturing, and 
is obtainable from Dutch Brand Divi- 
sion of Johns-Manville. Booklet is 
complete with illustrations, technical 
data, characteristics and performance 
specifications for plastic, friction, rub- 
ber, and vinyl color electrical tapes. 

For Details Circle 217 on INQUIRY CARD 


“MOTIONDISING” folder, an in- 
formative folder on the art of making 
merchandise move by dynamizing a 
product with an irresistible force that 
impels, is now available from Milt 
Grey Associates, 

Folder tells how the Grey organiza- 
tion “dares to be different” before 
taking a client’s product to market— 
how separate steps of “creative plan- 
ning,” “merchandising guidance,” 
“sales representation” and “promotion 
supervision” precede the introduction 
of a product to the buying market. 

For Details Circle 218 on INQUIRY CARD 


“HOW TO SHIP MORE ECONOM- 
ICALLY,” an updated and revised edi- 
tion of “How To Ship More Econom- 
ically In Corrugated Boxes,” features 
a completely new format and new 
typography and illustrations. Booklet 
covers every phase of economy inher- 
ent in the use of corrugated packag- 
ing. Subjects treated in the new edi- 
tion include design of a corrugated 
box, testing, storage, shipping room 
layout, packing, sealing, stacking and 
loading. 

For Details Circle 219 on INQUIRY CARD 


POSTVIEW, a fully-illustrated 12- 
page catalog now available from Milt 
Grey Associates, presents a compre- 
hensive POSTVIEW of the annual 
Toy Fair and illustrates 387 profit- 
packed items designed to move off the 
dealers’ counters. 

For Details Circle 220 on INQUIRY CARD 


COLORADO FUEL’S | illustrated 
bulletin on Coburn overhead convey- 
ing equipment, describes many of the 
Coburn lines of overhead conveying 
equipment and hardware, including 
chain hoists, monorail carriers, con- 
tinuous conveyors and various types 
of locks, switches, and transfers. 

For Details Circle 221 on INQUIRY CARD 


“DO IT BETTER WITH STANLEY 
TOOLS,” catalog for home owners 
and “do-it-yourselfers,” is being offer- 
ed to dealers by Stanley Tools. Book- 
let shows best selling items in Stan- 
ley, Atha, “Yankee” and Russell Jen- 
nings lines. 

For Details Circle 222 on INQUIRY CARD 





FILM 


“FLOORS FOR RENT,” 15-minute 
sound-slide color film, designed for 
showing to landlords, property man- 
agers, builder salesmen, has_ been 
made available by the Armstrong 
Cork Company, Bureau of Merchan- 
dising. Film emphasizes various floor- 
ing materials available for rental 
properties and suggests types appro- 
priate and best suited for various 
rental area. Examples are given 
stressing lower maintenance costs, 
attraction to new tenants, reduction 
in occupancy turnover and increase on 
overall property profits through wise 
choice of flooring. 

For Details Circle 265 on INQUIRY CARD 


“HOW .WE DID OUR KITCHEN,” 
a half-hour, full-color movie in which 
the home equipment editor of Ameri- 
can Home appears in the film, ex- 
plaining good kitchen planning to the 
couple remodeling their kitchen, while 
the building editor takes over to ad- 
vise on hammer-and-saw aspects of 
the job. Balance of movie is devoted 
to step-by-step dismantling of the old 
kitchen and installation of new cabi- 
nets, counter tops and appliances. 
Movie is offered by Republic Steel 
Kitchens. 

For Details Circle 266 on INQUIRY CARD 


“HOMKO MOWERS FOR ’56,” a 
color-sound film, has been an out- 
standing sales tool for Western Tool 
& Stamping Co., in that the movie 
does a selling job which salesmen 
would find almost impossible. The full 
line of Homko walking and riding 
mowers in actual use on smooth 
lawns and in tall weeds, cruising on 
flat ground, easing over rocks and 
climbing steep terraces are all demon- 
strated on film. 

For Details Circle 267 on INQUIRY CARD 


S. L. ALLEN & CO., INC., has an- 
nounced availability of specially-pre- 
pared one-minute television spot an- 
nouncements on their line of Planet 
Jr. small riding tractors and basic 
power units for the farm, garden and 
lawn. The film strips are designed so 
that the names of local dealers and 
distributors can be inserted for local 
use. 

For Details Circle 268 on INQUIRY CARD 


“DAN TABER’S LEDGER,” a 27- 
minute, 16mm motion picture pro- 
duced by the Agricultural Extension 
Div. of American Steel & Wire Div., 
United States Steel Corp., tells the 
way a farmer keeps his books, how he 
looks at his fences, his fields and the 
whole business of farming. Film is 
available for loan to Agricultural or- 
ganizations and groups interested in 
this subject at no charge. 

For Details Circle 269 on INQUIRY CARD 
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BOOKS—For Sale or Resale 


HANDYMAN’S ELECTRICAL RE- 
PAIRS HANDBOOK, by Robert 
Hertzberg, 144 pages, profusely illus- going... 
trated with half-tones, line drawings 
and diagrams, published by Arco 
Publishing Company. Price $2.00. 

There are many drawings and 300 
photographs to help the home repair- 
man with authoritative directions for 

a © repairing appliances, lamps, switches 
and wiring. The photographs empha- 
size the “do’s” and “don’ts” of repair 
work in order to insure the repair- 
man’s safety, and to protect the 
equipment he repairs. This book 
shows the repairman many items and | 
tools that can be bought from hard- 
ware stores. 

For Details Circle 250 on INQUIRY CARD 








DISCOVERY TRIPS IN OREGON 
96 pages, 11 x 8%, illustrated in half- 
tone, published by Lane Publishing 
Company. Price $1.50. 
This new Sunset book shows the GONE! 
variety of travel discoveries available 
in Oregon from coast trips to moun- 
tain trips to desert trips and trips to 
many spectacular sites such as Crater 
Lake, snow-capped mountains, can- 


yons, and the Oregon caves. Maps of | 
various sections are shown and much rope customers are sold 
information about each trip is given 


along with accommodations. | on TUBBS self-serv Ca rtons 


For Details Circle 251 on INQUIRY CARD 





Fast ing, handling Tubbs R ticall lls itself 
THE BLUE BOOK OF AIR CON- ” saueing easy handling Tubbs Rope practically sells itse 
DITIONING, a new publication for when displayed in attractive self-serv cartons. Premeasured and connected 100 
air conditioning retailers, carries | foot coils speed up sales and boost profits. You'll increase your rope volume too 


specifications, list prices and trade-in 
values on over 1,000 Room Air Con- P ! > x ~ . 
ditioners. Special features include ar- in four popular sizes: 4", %e", I" and Ya". 
ticles on why people buy air condi- 
tioning, how to sell air conditioners, 
how to “size” an air conditioner, how 
to measure cooling capacity, and a 
complete discussion of the six func- 
tions of room air conditioners. Book 
may be obtained from the National 
Appliance Trade-In Guide Company. 
Price $5.00. 
For Details Circle 252 on INQUIRY CARD 


because you sell coils, not odd lengths. Available in Manila, Sisal or Cotton Rope 


TUBBS READY-MEASURED BOXED COILS... 


are factory measured and marked every 5 feet — ideal for 
small or odd-length orders. You save selling time because you 
simply count and cut. The convenient carton makes an 
attractive display for counter or floor — keeps rope clean and 
eliminates troublesome snarls. Available in Manila or Sisal 

4 sizes: 1/4", %6", 9g” and >” 





1956 POWER LAWN MOWER ...........-0-.. 

TRADE-IN GUIDE, published by the 

} Abos Publishing Co., is available at 
$5.00 each. The 60-page booklet lists 

standard trade-in prices on all models 

and makes of mowers. It lists com- 

' plete data on list prices, trade-in 
values, resale values. model identifica- 

tion, serial numbers, and other me- 

chanical specifications of value to the 


TUBBS STANDARD COILS... 

are available in 1200-ft. full coils and 600 ft. half coils in 

a complete range of sizes for quantity orders. Grades of rope 
include Extra Superior Manila, Rancho Manila and Victory Sisal 
Tubbs also makes a number of special purpose ropes with 





special treatments and lays to meet specific requirements 





dealer and mechanic. . one ececnes orcen ce eeseer nese cc ceseesese+ ses ese eeessses Cor ereer ass S5468 Henen eee SENSES eeTees Settee eee neneeses 
For Details Circle 253 on INQUIRY CARD For every rope need, ask your jobber for TUBBS — a trusted name since 1856 
GOD IS GOOD, by ‘ Mary Alice CORDAGE 

Jones. A small pocketsize book in T U 6 R Ss MPANY 

four colors heavily illustrated by | co 





Elizabeth Webbe, published by Rand 
McNally & Company. Price 15¢. 


For free copy of useful, pocket-size booklet, “Selection, Use and Care of Rope,” and litera- 
i t. HW-7 

For Details Circle 257 on INQUIRY CARD ture on Tubbs packaged rope, write Dep 

For Details Circle 24 on INQUIRY CARD 
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NEWS ... about People and Firms (Continued from Page 15) 





ACCO 
Sales 
Manager 
Retires; 
Successor 
Named. 


W. D. Kirkpatrick 


W. D. Kirkpatrick, vice president 
and sales manager, American Chain 
Division, American Chain & Cable 
Company, Inc., has retired 
more than 41 years of service. Mr. 
Kirkpatrick entered the employ of the 
Weed Chain Tire Grip Co., in 1914, 
and the firm was later merged with 
the present company. He was made a 
vice president of the corporation in 


after 





William B. Ilko 


1938, and was elected a member of 
the board of directors in 1941, in 
which capacity he now serves. 

At the same time it was announced 
that William B. Ilko had been appoint- 
ed to succeed Mr. Kirkpatrick as sales 
manager. Mr. Ilko was formerly the 
administrative assistant to Henry 
Ervin, firm’s vice president and di- 
rector of sales. 





Heads 
Styled 
Contract ~ 
Hardware — 
Sales 


Walter J. 
Cyr 


Walter J. Cyr has been appointed 
director of styled contract hardware 
sales for The Yale & Towne Manu- 
facturing Company. In his new posi- 
tion, Mr. Cyr will direct sales of cus- 
tom-designed contract hardware 
throughout the United States. In addi- 
tion to directing the sales of custom- 


designed contract hardware, Mr. Cyr 


will continue as product manager for 


door closers, panic, and fire exit de- 
vices. 


Gilbert Names Div. Manager 


R. T. Killian has been named to the 
newly-created post of manager of The 
A. C. Gilbert Company’s Electrical 
Division. Mr. Killian, who joined the 
New Haven, Conn., toy, appliance and 
fan manufacturer in January, 1956, 
will be responsible for sales, distri- 
bution, product planning, merchan- 


dising and development of all Gilbert . 


electrical products. He succeeds E. J. 
Molloy, sales manager of the Electri- 
cal Division, who has resigned. 





Griffin 
Names 
Sales 
Manager 


L. W. 
Elliott 


L. W. Elliott has been appointed 
sales manager by Griffin Manufactur- 
ing Company, Erie, Pennsylvania. Mr. 
Elliott will be responsible for sales 
of hinges, butts, light builders hard- 
ware, carded hardware, industrial 
hardware, cold rolled strip steel, and 
steel stampings, reporting directly to 
J. B. Griffin, president. 


Natco Names Distributors 


Natco Products Corporation has an- 
nounced appointment of the A. L. 
Greenbaum Co., Los Angeles, and the 
R. D. Hurst Co., Seattle, as distrib- 
utors of their line of Natco Koroseal 
carpet stair treads, carpet matting 
and Life-Time stair treads. 


Ames to Warehouse Fasteners 


E. C. Building Fasteners Corp., 101 
Park Ave., New York, N. Y. has an- 
nounced the appointment of the Ames 
Company, 8671...Wonderland Ave., 
Hollywood, Calif., for their E. C. Fits- 
all Screw-Shield. The representative 
has complete warehouse facilities. 








Benn G. Hale, Los Angeles hard- 
ware salesman, has been appointed 
assistant district sales manager for 
the Southern California district of 
Rockwell Manufacturing Company’s 
Delta Power Tool Division. 

According to John MacCrossen, 
Western regional sales manager, Mr. 
Hale replaces John Steele, who has 
been promoted to tool specialist for 
the Western region. 


General 
Sales 
Manager 
Named 


Robert E. 
Comstock 





Robert E. Comstock has been named 
general sales manager for the Elec- 
trical Products Division of Fairchild 
Camera and Instrument Corporation. 

He was formerly eastern district 
manager of Porter Calbe Machine 
Company. Prior to that he had been 
the New York district sales represent- 
ative with Stanley Electric Tool Com- 
pany, division of the Stanley Works. 


Joins 
Western 
Tool & 
Stamping 


Clarke 
Shaw 





Clarke Shaw has been named mer- 
chandise manager, Western Tool and 
Stamping Company. Prior to his new 
position, Mr. Shaw had been associ- 
ated with Brown-Camp Hardware 
Company for 11 years, first as adver- 
tising and sales promotion manager, 
later as sales manager and most re- 
cently as general manager. 
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July 


July 


July 


July 


July 








Aug. 


Aug. 


Aug. 


Aug. 


Sept. 


Sept. 


Sept. 


Sept. 


9-13 


14-16 


16-20 


19-29 


22-27 


23-26 


5-8 


12-15 


19-22 


26-28 


2-6 


9-12 


16-19 


23-25 


Oct. 1-5 


SCHEDULE OF CONVENTIONS AND SHOWS 


NATIONAL HOUSEWARES & HOME APPLIANCE 
SHOW, at Municipal Auditorium, Atlantic City, N. J. 
(National Housewares Association, 1140 Merchandise 
Mart, Chicago, III.) 


NATIONAL LOCKSMITHS CONVENTION AND TRADE 
SHOW, at Hotel Sherman, Chicago. (Associated Lock- 
smiths of America, 110 E. 59th St., N. Y.) 


WESTERN HOME GOODS MARKET (Summer Mar- 
ket), at Western Merchandise Mart, San Francisco, Calif. 
(A. Cameron Ball, Western Merchandise Mart, 1355 
Market St., San Francisco, Calif.) 


4TH ANNUAL WESTERN DO-IT-YOURSELF SHOW, at 
Pan Pacific Auditorium, Los Angeles. (Ted Bentley Pro- 
ductions, 1022 South La Cienega Blvd, Los Angeles 35.) 


CALIFORNIA GIFT SHOW, Merchandise Mart, Biltmore 
& Alexandria Hotels, Brack Shops, Los Angeles. (George 
L. Pascoe, Trade Shows, Ltd., 672 So. Lafayette Park 
Place, Los Angeles 57.) 


NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
VENTION, held at the Royal York Hotel, Toronto. (Na- 
tional Retail Hardware Association, 964 N. Pennsylvania 
St., Indianapolis 4, Ind.) 


GIFT, CHINA, GLASS, STATIONERY & HOUSE- 
WARES SHOW, held at the Western Merch. Mart; Civic 
Audit.; Sheraton Palace, St. Francis & Sir Francis Drake 
Hotels, San Francisco. (Kay Leber, West. Merch. Exhibi- 
tors Assoc., 1855 Market St., San Francisco 3.) 


PORTLAND GIFT SHOW, held at the Public Auditorium 
and Benson Hotels, Portland, Oregon. (Kay Leber, West. 
Merch. Exhibitors Assoc., 1355 Market St., San Francisco) 


SEATTLE GIFT SHOW, held at Civic Aud., Olympic & 
New Washington Hotels, Terminal Sales Bldg., Seattle. 
(Kay Leber, West. Merch. Exhibitors Assoc., 1855 Market 
St., San Francisco 3) 


SPOKANE GIFT SHOW, held at Davenport Hotel, Spo- 
kane. (Kay Leber, West. Merch. Exhibitors Asso., 1855 
Market St., San Francisco 3) 


ALLIED GIFT & JEWELRY SHOW, at Hotel Adolphus, 
Dallas, (Allied Exhibitors, Inc., 3832 Wilshire Blvd., Los 
Angeles 5) 


NATIONAL BUILDER’S HARDWARE ASSOCIATION 
EXPOSITION, Conrad Hilton Hotel, Chicago. (John R. 
Schoemer, 515 Madison Ave., New York 22) 


DENVER GIFT & JEWELRY SHOW, at Hotel Albany, 
Denver. (Allied Exhibitors, Inc., 3832 Wilshire Blvd., Los 
Angeles 5) 


CHRISTMAS GIFT SHOW, at Biltmore Hotel, Los An- 
geles. (George L. Pascoe, Trade Shows, Ltd., 672 So. 
Lafayette Park Place, Los Angeles 57) 


NATIONAL HARDWARE SHOW, at New York Coliseum, 
N. Y. (Frank Yeager, Dir. 331 Madison Ave., New York 17) 
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STOCK ’EM... 
DISPLAY ’EM... 
AND YOU'LL SELL ’EM! 






























There never was a bet- 
ter time to sell Klein 
pliers—to the profes- 
sional workman... to 
do-it-yourself shoppers. 
They both want qual- 
ity tools that fit the job. 
All Klein pliers are 
made of finest tool steel 
—precision fitted— 
individually tested. 
Tops in quality “since 
1857.” Keep a repre- 
sentative stock always 
on hand. You'll sell’em! 









Write for your 
free copy of the 
No. 203 Klein Pocket 
Tool Guide 
Today! 


DISTRIBUTED 


Foreign Distributor: 
International Standard 
Electric Corp., New York 


Mathias KLEIN & Sons 


For Details Circle 25 on INQUIRY CARD 
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“House of Gadgets" Moves 





LOOKING OVER GADGET SAMPLES (left to right) are: Jack Lamb, for- 
merly city salesman, who has been named purchasing agent; W. T. (Bill) 
Brantman, president; and B. B. Vincent Lyon, Jr., who has been named vice 


president and merchandise manager. 


The wholesale “house of gadgets,” 
Allied Western Distributors, have 
made their second expansion since 
starting business in 1947 by moving 
to 555 Howard Street to a three-story 
building containing 25,000 sq. ft. of 
warehouse space. They were formerly 
located at 667 Mission Street, San 
Francisco, where they had 11,400 sq. 
ft. of warehouse space. 

At the same time it was announced 
that W. T. Brantman has become 
president following the resignation of 
the founder, Philip J. Hewitt, who 
served as president of the firm since 
its inception. Mr. Hewitt stated that 
he will shortly announce the forma- 
tion of a publishing firm. He will 
remain as a member of the board of 
directors. 

Mr. Brantman joined the firm a few 
months after it was started and has 
been serving as vice president and 
general sales manager from that time. 

In regard to the move, Mr. Brant- 
man stated that this increased ware- 
house area gives the firm the oppor- 
tunity to expand the type of lines that 
they have been noted for throughout 
the eleven Western States. The firm 
features kitchen gadgets, barbecue ac- 
cessories and bar gadgets. 

Mr. Brantman also announced sev- 
eral appointments: B. B. Vincent 
Lyon, Jr., has become vice president 
and merchandise manager and will 
take charge of promotions, which in- 
clude the publication of dealer promo- 
tion catalogs called “Gifts ’n Gadgets” 
and “Gadgetland,” which are dis- 
tributed throughout the West by de- 
partment stores, hardware stores and 
general home goods stores. Mr. Lyon 
joined the firm on May 1, 1954, after 
17 years with Macy’s, the last five of 
which he was housewares buyer for 
Macy’s, San Francisco, then assistant 
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H. George 
Maier 


: Earle H. 
> Barnum 


to the Home Furnishings Merchan- 
dise Manager. 

John Brantman has been named 
vice president in charge of the South- 
ern District, which includes Southern 
California, Arizona and New Mexico. 
He joined the firm in 1948 and has 
been in charge of this district since 
1949. He has seven salesmen working 
under him. 

Jack Lamb, formerly city salesman, 
will become purchasing agent. Mr. 
Lamb was formerly Mr. Lyon’s assis- 
tant at Macy’s and has been with 
Allied Western for 15 months. 

Chester Glasson has replaced Mr. 
Lamb as city salesman. He served 
eight years as a salesman with Hey- 





man Housewares of San Francisco. 

H. George Maier has joined the 
firm’s San Francisco City sales staff. 
For the past ten years Mr. Maier has 
been with Dohrmann Commercial 
Company, San Francisco, and most re- 
cently as senior buyer of china, glass 
and silverware. 

To represent the firm in Arizona 
and New Mexico, the firm has added 
Earle H. Barnum to the sales staff. 
For the past eight years, Mr. Barnum 
has been associated with the O. S. 
Stapley Company, where he was mer- 
chandise manager of the eight Stapley 
stores. He resides in Chandler, Ari- 
zona. 

The firm has made a remarkable 
growth in nine years. Today, they 
have 19 salesmen covering the eleven 
Western States, plus representatives 
in Alaska and Hawaii. According to 
Mr. Brantman, they started on a shoe- 
string with $10,000 capital. Their 
gross sales for the fiscal year ending 
in March reached an all-time high, 
passing well over the million dollar 
mark. The spring 1956 promotion 
catalogs which are produced to help 
retail stores build up business, have 
broken the record with the sale of 
802,000 copies to 106 participating 
retailers, compared to 491,500 copies 
last spring. 


Corbin Initiates Decimal 
Packaging and Unit Pricing 


The P. & F. Corbin Division of The 
American Hardware Corporation, 
New Britain, Conn., announced 
through its vice president, L. Curtis 
Booth, that an overall decimal pack- 
aging and unit pricing system has 
been instituted. 

“After a comprehensive survey 
among hardware wholesalers, hard- 
ware dealers, hardware consultants 
and building material dealers,” com- 
mented Mr. Booth, “we have decided 
to embark on this extensive program. 

“Decimal packaging and unit pric- 
ing which we will employ,” Mr. Booth 
pointed out, “completely eliminate 
the need for wholesalers and retailers 
to convert each item into dozens and 
gross units. 

“The transition will be gradual,” 
added Mr. Booth, “and the trade may 
expect that all Corbin packaging will 
be changed to units of ten as soon 
as present inventories of packaging 
materials are exhausted.” 


Acme Appoints Burger 


John Burger has been appointed as 
sales representative for Arizona and 
New Mexico territory by the Acme 
Appliance Manufacturing Co., Pasa- 
dena, Calif., manufacturers of Acme 
Sliding Door Hardware. 

Mr. Burger, who has had nine years 
hardware experience in this area, will 
be established in Phoenix, Arizona 
headquarters with offices at 2422 W. 
Flower St. 
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# The guaranteed quality products YOU asked for 

@ At the competitive prices YOU asked for 

# With the long profits YOU asked for 

WP And the aggressive local merchandising YOU asked for 
+ Based on a survey of over 6000 Western paint dealers 


A Project of the Bing Crosby Research Institute 


DEALERS NOW BEING APPOINTED—WRITE 
FOR LITERATURE 
M ANNING 


Crosby Paint Products 


Licensed Manufacturer Manning-Mitchell Paint Co. 

















500 Second Street San Francisco, California 
For Details Circle 26 on INQUIRY CARD 
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FOOT AND CHECK VALVES 


silicone treated 
RUBBER POPPET 


Clog-proof 
Strainer 


Strataflo Foot and Check 
Valves end leakage troubles, 
save wear and tear on 
pump, save their cost in 
service calls. Ideal for jet- 
type pumps. Write for 
Bulletin 1003. 


Order from your jobber 


STRATAFLO PRODUCTS, INC. 


Fort Wayne 1, Indiana 





For Details Circle 28 on INQUIRY CARD 
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EASIEST 








Can be adjusted 
to 1/100 of an \ 
inch. . 





~S 


MIRROR & PICTURE —— : 
HANGERS 


Sets of 2 double-hole 


le-hol 
hangers holds up to 150 Sete. ofS cleans 
Ibs. 


hangers holds ug to 50 
Ibs. 


ONE-TIME SETTING of the § & M wireless adjustable 
hangers keeps mirrors and pictures level indefinitely. 
No wires needed. Hangers, which come with spe 
cial nails, form a two-way steel grip . ends 
tilting, slanting and continuous realignment, be 
cause hangers are adjustable to 1/100 of an inch. 
Absolutely safe for the heaviest mirrors and pictures. 
Sets of double-hole and also single-hole hangers are 
packaged on a card containing self-sales message 
and instructions. 


Send for details and 
price list. 


SCHRAGER & McGUIRE 


1355 Market Street San Francisco 3. Calif. 
For Details Circle 27 on INQUIRY CARD 








El Camino Brand—1-900 
SISAL TWINE 


@ ALL CELLOPHANE WRAPPED 

@ TENSIL STRENGTH OF 57 
POUNDS 

@ NOT OILED — ABSOLUTELY 
STAINLESS 

@ ALL PURPOSE TWINE — 1001 
USES FOR HOME, GARDEN & 
INDUSTRY 

@ SMOOTH—PLIABLE. KIND TO 
YOUR HANDS 

@ MIGHTY MIDGET OF THE 
SISAL FAMILY 


—PUT UPS— 


1 £8. BALLS: Approx. 100 ib. bales. 10 bells per package. 10 
packages per bale. 

Vo LB. BALLS: Approx. 100 ib. beles. 12 balls per package. 18 
packages per bele. 

1/3 LB. BALLS: Raynes 100 Ib. bales. 12 balls per peckege. 25 
pockages per bale. 





Plece your orders now. 
Win sales, profits and friends. 


WAREHOUSES—Sepulveda, Calif. — New Orleans, La. 
For further information send for price end catalogue sheets. 
We solicit Inquiries on all types of sisal twines. 

For quality and price—write 


A PRODUCT OF 


MISSION CORDAGE CO. 
8928 Sepulveda Bivd., Sepulveda, Cal. 








For Details Circle 29 on INQUIRY CARD 
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Veteran 
Samson 
Sales 
V.P. 
Retires 


Walter G. & 
Woodworth 


Walter G. Woodworth, vice presi- 
dent, Samson Cordage Works, Boston, 
has retired. Mr. Woodworth, who 
joined the company in 1906, served as 
sales manager for many years, and 
in August, 1954 was elected vice pres- 
ident sales. 

Neil S. MacKenna, sales manager, 
has assumed Mr. Woodworth’s re- 
sponsibilities. 


Wooster Promotes Two 


Elevation of two administrative of- 
ficers of The Wooster Rubber Com- 
pany to the position of vice president 
has been announced. James K. Buck- 
walter, general sales manager, be- 
comes vice president in charge of 
sales; and Donald E. Noble, secretary 
and treasurer, becomes vice president 
in charge of finance. 





Savage 
Names 
Western 
Sales 
Manager 







Paul S. | 
Shepherd 


Paul S. Shepherd has been named 


Western sales manager, Sporting 
Arms and Lawn Mower Division of 
Savage Arms Corporation. Mr. Shep- 
herd, who has been with the firm 
since 1941, will headquarter in the San 
Francisco area, and will have super- 
vision over sales in the West Coast 
and Mountain states. 


Plymouth Names Rep. 


The appointment of David L. South- 
wick as Plymouth Cordage represen- 
tative for the Northwest section of 
the Pacific Coast District was an- 
nounced by A. L. Bergman, Ply- 
mouth’s Pacific Coast District Man- 
ager at San Francisco recently. 

Mr. Southwick will headquarter at 
Boise, Idaho. 


bColthant [e)e)e\-sanatcls 
FULLER money- making | 


specials like this 








Put this 


for 79c. 






TMB 


"rainbow" bucket 
next to your cash regis- 
ter and watch it SELL! 
Assortment 3329—60-top- 
quality extra-large me- 
chanic's screwdrivers retail- 
ing at only 29¢c ea.—3 
It's even hotter 
than our #319 Bucket of 
Screwdrivers your FULLER 
jobber is re-ordering reg- | 
ularly. Order #329 TODAY | 
—keep your Summer i 
business hopping! 

Ask your jobber's 


salesman about other 
FULLER SPECIALS 






















"| FULLER | TOOL COMPANY, 


fs 






7 3522 Webster Avenue 


For Details Circle 30 on INQUIRY CARD 
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Standard 
Tools 
Names 
Division 
Manager 



















Ben T. 
Cowherd 






Ben T. Cowherd has been appointed 
to the newly created position of man- 
ager, Hardware Division, Standard 
Tool Co., Cleveland. At the same time 
it was announced that the firm would 
soon announce an expanded hardware 
division, with emphasis on improved 
packaging and merchandising assis- 
tance. 


Heads 
Power 
Tool 
Sales 


Harry R. 
Starke 





Harry R. Starke has been appointed 
sales manager of the Cummins Port- 
able Tool Division of the John Oster 
Manufacturing Co., Milwaukee. Mr. 
Starke has been with the company 
since 1940, and recently has been 
regional sales manager for the Middle 
West for both Oster electric house- 
wares and Cummins power tools. 


Hardware Veteran Retires 


Harry H. Hovey, advertising man- 
ager of Imperial Hardware Company, 
El Centro, Calif., since 1924, retired 
June 1, 

At the same time the firm, which 
operates 14 retail stores in Southern 
California and Arizona, as well as a 
wholesale division, with headquarters 
in El Centro, announced that Robert 
A. Crawford, former assistant adver- 
tising manager, had been named to 
succeed Mr. Hovey. 
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A LITTLE PAST HISTORY of the Denver Pot and Kettle Club got kicked 
around when these seven past presidents got together recently. Front row 
(left to right) are: Kenneth J. Dahm, Kenneth J. Dahm Co., Inc.; Cecil H. 
Boyd, Boyd Distributing Co.; Lewis C. Brady, Lewis C. Brady Co.; and 
Allen B. Carpenter, Allen B. Carpenter Co. Back row (left to right) are: 
W. G. Cline, W. G. Cline & Co.; Harold Levine, Century Distributing Co.; 
and Harold Kueker, Hassco, Inc. 


HIP OFFICERS PLAN FUTURE EVENTS 


ee a 








NEWLY ELECTED OFFICERS OF THE HARDWARE, IMPLEMENT AND 
PAINT CLUB got together recently at the Cosmopolitan Hotel, Denver, to 


formulate plans for the coming year. Front row (left te right) are: Ed. 
O’Hare, Minneapolis-Moline Co., secretary-treasurer; Art Henkell, Gates 
Rubber Co., president; and Ted Leslie, Hendrie & Bolthoff Co., Ist vice presi- 
dent. Back row (left to right) are: Al Fitch, Benjamin Moore & Co.; Jack 
Beatty, Howry-Berg & Co.; Jimmy Thompson, Morey Merch. Co.; Tracy 
Wahrlich, Colorado Fuel & Iron Corp.; Harry Hughes, McCarty-Sherman 
Dist. Co.; and Bob Cole, John Deere Plow Co., 2nd vice president. 


Owen-Brink Co. Formed 


Owen-Brink Co., manufacturers’ 
representative firm, has recently been 
formed by the partnership of James 
M. Owen and William J. Brink. 

Mr. Owen, senior partner of the 


Krasnow Adds Associates 


Mac S. Krasnow of Mac S. Kras- 
now and Associates, Los Angeles, 
has announced the opening of two 
branch offices with full time resident 


agency, has been sales representative 
in Seattle since 1944 and has oper- 
ated the James M. Owen Co. Mr. 
Brink has been with Mr. Owen since 
1952 as a salesman. 

The firm represents several na- 
tional manufacturers of fasteners 
and industrial hardware in Idaho, 
Montana, Oregon, Washington, and 
British Columbia, Canada. 
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men in each office. The branches are 
in San Francisco and Phoenix. Ac- 
cording to Mr. Krasnow this will 
give the firm more complete coverage 
of the territory which consists of 
California, Arizona and Nevada. In 
addition they have five men travel- 
ing out of the Los Angeles office, 
which is located at 5845 W Pico Blvd. 


Forms 
Publishing 
Company 


Philip J. 
Hewitt 





Philip J. Hewitt, who recently re- 
signed as president of Allied Western 
Distributors, Inc., San Francisco 
wholesalers of gadgets, has an- 
nounced the formation of Hewitt 
Publications, 327 Commercial St., San 
Francisco 11, Calif. 

The firm will specialize in publish- 
ing consumer merchandising catalogs. 
One type will be edited for depart- 
ment stores and will present store- 
wide merchandise. Other consumer 
catalogs will be developed for spe- 
cialty stores or departments and will 
be made available through whole- 
salers. 

Mr. Hewitt has had several years 
experience in producing merchandis- 
ing catalogs. While heading Allied 
Western he inaugurated two of this 
type. “Gifts "N Gadgets,” sold to 
department stores, and “Gadgetland,” 
a pocket-size book for smaller stores. 

He operated several finance com- 
panies before starting Allied Western 
Distributors in 1946. He sold his 
interest in the company recently to 
his former associate and vice presi- 
dent, W. T. Brantman. 


Ridge 
Tool 
Ups 
Parcell 


William L. 
Pareell 





William L. Parcell has been named 
vice president of The Ridge Tool 
Company, Elyria, Ohio. Mr. Parcell, 
who celebrates his 20th anniversary 
with the company in June, served as 
sales manager prior to his recent pro- 
motion and continues as director of 
sales. 


Rox Names Sales Manager 


Richard E. Coleman has been named 
sales manager of Rox Products Co., 
manufacturers of masonry paint. Mr. 
Coleman formerly was Detroit and 
mid-west regional sales manager for 
the Technical Tape Corp. and the W. 
Ralston Co., polyethylene extruder. 
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OFF the PRESS 


, 
Wilshire’s NEW 1956 Fireplace 
Furnishings Catalog is now ready! 


@ 48 value-packed pages in color. 

® 720 Fireplace items covering every 
period and design — in every price 
range -—— including many NEW Wil- 
shire firsts! 


© biggest selection of fireplace furn- 
ishings ever assembled at one time. 


. ° special fall dating with immediate 
ot delivery. 


write for your copy today! 


WILSHIRE mec. co. 


4865 San Fernando Rd, West, Los Angeles 39, Calif. 
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Rad Devil 


your biggest 
profit line 








-your fastest 
selling line 
: of 


painters 
deny 
(jutle le 


Red Devil Toofks. 


UNION, N. J., U.S.A. 
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IN MEMORIAM 





HORACE H. STEWART 


Horace H. Stewart, 76, sales repre- 
sentative for Union Hardware & 
Metal Company, Los Angeles, died 
from a heart attack on May 16. 

A native of Pennsylvania, he came 
to Los Angeles in 1922 and joined 
Union Hardware & Metal Company’s 
builders hardware department. A few 
years later he became a sales repre- 
sentative covering the central part of 
Los Angeles. He covered this territory 
until 1952 when he was transferred to 
special activity work in the firm’s 
office. 


DAVID E. LEWIS 


David E. Lewis, 82, pioneer San 
Fernando, Calif., hardware dealer, 
died Monday, May 21, at his home in 
San Fernando. 

Mr. Lewis had operated a hard- 
ware store in San Fernando from 
1915 until his retirement just prior 
to World War II. 

He is survived by his widow, Mrs. 
Clara Chandler Lewis. 


GEORGE R. MURDOCK 


George R. Murdock, 64, general 
sales manager of the H. L. Judd Divi- 
sion, The Stanley Works, located in 
Wallingford, died unexpectedly the 
latter part of May of a heart attack 
in New Haven, Conn. 

Mr. Murdock joined H. L. Judd in 
March 1928 as sales promotion man- 
ager and became general sales man- 
ager in 1931. He was elected vice 
president in charge of sales in 1936. 
When The Stanley Works acquired the 
H. L. Judd Company in 1954, he was 
made general sales manager of the 
division. 

Surviving are his wife, Hazel of 144 
Knoll Drive, Hamden, Conn., and one 
son George R., Jr., and two grand- 
children all who reside in Hempstead, 
Long Island. 


T. J. PETERSON 


T. J. Peterson, 82, president and 
founder of Tamms Industries, Inc., 
Chicago, died in his home in Evanston, 
Illinois on May 4, after a two-year 
illness. 

Mr. Peterson founded the firm orig- 
inally known as Tamms Silica Com- 
pany in 1911 and headed the com- 
pany’s successful operation and ex- 
pansion for the past 45 years 





CONVENTIONS & SHOWS 
































SITE CHOSEN FOR THE 11TH ANNUAL NATIONAL HARDWARE SHOW, 
to be held Oct. 1-5, is the New York Coliseum, located on Columbus Circle in the 
heart of New York City. Building has a total of 300,000 square feet of exhibi- 
tion space and is one of the world’s most modern show buildings. The first two 
floors have been assigned to hardware and allied products, while the third and 
fourth floors will be devoted to lawn, garden and outdoor living equipment. 
Passenger transportation within the building is provided by nine self-leveling 
maximum size elevators and seven reversible escalators. 
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Art 
Nusbaum 


Art Nusbaum, Nusbaum Wholesale 
Hardware Company, was elected pres- 
ident of the San Francisco Pot and 
Kettle Club for the coming year at the 
club’s annual election held June 1. 

Other officers elected were: Richard 
(Dick) Grannis, Ralph Wall & Asso- 
ciates, 1st vice president; Calvin 
Lewis, Charles G. Putnam Co., 2nd 
vice president; James Collins, manu- 
facturers representative, treasurer; 
Tom Payton, Cory Corporation, cor- 
responding secretary; and James Sig- 
man, manufacturers representative, 
recording secretary. 

Mr. Nusbaum succeeds Max Fisher, 
H. M. Johnson & Associates, who was 
hospitalized at time of election. Will 
Cochrane, retiring vice president offi- 
ciated. 


Fanelli Joins Avco 


Daniel G. Fanelli has been appoint- 
ed to the newly-created post of man- 
ager of market development, Ameri- 
can Kitchens Division, Aveo Manu- 
facturing Corp. Mr. Fanelli, for the 
past year has been kitchen and build- 
er merchandising manager for Avco’s 
Crosley and Bendix Household Appli- 
ances Division in Cincinnati. 








Garehime & Boone 
Changes Name 


Garehime & Boone, San Francisco 
wholesaler, will be incorporated and 
the name changed to Garehime Cor- 
poration as of July 1, according to an 
announcement by Verne Garehime, 
owner. 

The officers of the newly incorp- 
orated firm will be: president—Verne 
Garehime; vice president and director 
of sales—Ed Young; secretary and 
office manager—Grace Ella Alexan- 
der; treasurer—D. C. Danielson. The 
board of directors include the afore- 
mentioned with the addition of Har- 
riett E. Garehime. 

The firm is now located in a two- 
story building with basement, its 
fourth location since starting 25 
years ago. The firm has a total of 36 
employees. During its 25th year, the 
company established a store planning 
service for retail hardware stores. 

In making the announcement, Mr. 
Garehime said, “We are very grate- 
ful to the many suppliers who have 
been helpful in our development of 
building up this wholesale establish- 
ment, and also to the many customers 
in Northern California who have 
given us the opportunity to serve 
them. All of these firms should be 
glad to know that we are preparing 
ourselves to keep abreast of the con- 
stant expansion taking place in our 
trading area, and also that we will 
continue our policy of carrying na- 
tionally advertised lines in the hard- 
ware field.” 





Named 
Sales 
Vice 
President 


.°G; 
Kubitz 





C. Kubitz has been named vice 
president in charge of sales of Alu- 
minum Goods Mfg. Co. Mr. Kubitz 
joined the firm in 1925 and included 
in his background are several years 
of advertising management and years 
of sales development. For the past 
year he has been firm’s general sales 
manager. 


Lutz Made V.P. for All-State 


Kenneth V. Lutz, general sales 
manager of All-State Welding Alloys 
Co., Inc., White Plains, N. Y., has 
been elected the company’s vice presi- 
dent in charge of sales. Before going 
to White Plains in 1954, Mr. Lutz was 
general field manager for All-State 
and regional manager in the Eleven 
Western States and Hawaii. 


USS Sales Veteran Retires 


John Graham, general manager of 
sales for American Steel & Wire Di- 
vision retired June 1, after 45 years 
of service in the sales denartment of 
this division of United States Stee! 
Corp. He had been general manager 
of sales since September 1945. 





improvements. 


1355 Market Street 





STORE IMPROVEMENT KIT 


It contains a large graph sheet and scaled 
modules, representing table and wall fix- 
tures, along with many ideas and complete 
instructions for effecting changes in store 
layout, full modernization or step-by-step 
Our readers may procure 
this valuable kit for one dollar ($1.00). 
Send money order or check today. 


HARDWARE WORLD SERVICE BUREAU 


San Francisco 3 
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Double Acting Type BUge)  °M!¥- 


Chicago Spring Hinge Company. 


1500 CARROLL AVE., CHICAGO 7, ILL. 


SPRING HINGES 
Spring Hinges of Quality 


Trim and Streamlined . . . the 
“Simplex” Spring Hinge is designed 
to harmonize with the most modern 
requirements in builders’ hardware. 
Application direct to door casing 
without the use of a hanging strip 
is both simple and economical, re- 
quiring a mortise cut in the door 
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Foam MARSHALLTOWN 


| MARSEILLE e 


MARSHALLTOWN TROWEL COMPANY « 


JULY 1956 


TROWELS 
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MARSHALLTOWN, 


IOWA 
























We sweep the soft 
shoulders, too... 


And APB brooms are more than hair 
brushes that dust the surface. They’ re 
all designed for heavy duty on 
streets, sidewalks, parking lots, 
warehouses, farms. Take APB’s 
FREEWAY .. . this sturdy broom, 
made of DURATEX plastic fibre, is 
absolutely resistant to the solvent 
effects of petroleum products. Want 
to hear more about APB brooms? 
Call your jobber or drop us a line. 


AMERICAN 
PUSH BROOM 


[=| =\ COMPANY 


114 FERN STREET 
SAN FRANCISCO, CALIF. * ORdway 3-8891 
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.- because they went 


to their doctors in time 


Many thousands of Americans 
are being cured of cancer every 
year. More and more people 
are going to their doctors in 
time. 


But the tragic fact, our doctors 
tell us, is that every third can- 
cer death is a needless death... 
twice as many could be saved. 


For the facts of life about can- 
cer, call the American Cancer 
Society office nearest you or 
write to “Cancer” in care of 
your local Post Office. 


American Cancer Society ¥® 
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INDEX TO ADVERTISERS 





(This index is published as a convenience and not as a part of the advertising contract. Every 
care is taken to index correctly and no allowance will be made for errors or failure to insert) 





Note: Figures in parenthesis () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 32 
desiring further 
about advertisement. 
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SAVE 60%, 


OF YOUR 
CATALOG COST 


the 


“SELF- SERVICE PLAN 


THE FIRST SOUND PLAN FOR CATALOG ECONOMY 


First: to recognize the value of local compiling as a necessary 
economy. 


First: to provide technical printing assistance without costly 
* equipment outlay. 


First: to provide a flexible method to adapt salesmen's 
advance copy to final catalog production. 


Fi t: to provide a method that will minimize the effect 
st: of price changes during cotalog production. 


WRITE’ TODAY for full particulars. 
QUAD-line Typesetting — 


HARDWARE CATALOG DIVISION 


QUAD: line Typesetting (Established 1952) 


Address Correspondence to: 212 East 3rd Street, Los Angeles 13, California 
PLANT—345 E. Garvey Ave., Monterey Park, Calif. (7 miles from Los Angeles) 
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BOTH OF YOU WILL LIKE 
BOLTS 


AND 


Both you and your customers will be pleased with the 
exceptional package and the quality product. 


First because Lewis bolts and nuts are precision built, 
threaded to spinning fit, work better—look better— 
are better. 


Second because the tough colorful carton quickly 
identifies the size and type and “comes up clean and 
bright" even under rough treatment. 


Handling and selling the Lewis line is a pleasure. Ask 
us for details. 


ib BOLT & NUT CO. 
L 504 S.E. 


Malicoim Ave. 


MINNEAPOLIS, MINNESOTA 
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The WOW <Q DS 


DIAMALLOY 
AVIATION SNIPS 


@ Blades of special analysis 
Diamalloy Steel with ser- 
rated cutting edge. 


@Large hardened pivot 
bolts for smooth action 
and long wear. 


@ Handles solid drop forged 
steel, plastic covered, 
(Not stamped sheet metal) 


Three models, Ny 


all beautifully 
chrome plated, 
individually boxed. 


Ask your distributor for 


tf 


DAL-10 DAR-10 
Cuts Left Cuts Right 


gies CALK 


Horseshoe Co 


DULUTH, MINN. EST. 1908 TORONTO, ONT. 
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FOR SALES 
Producing Hardware, Steel and 
Industrial Catalogs 
Call 
Western Catalog Service 
(Established in 1942) 
Catalog compilation and production 
letterpress or offset processes. Tam 
C. Gibbs, Publisher, 2010 Center 
Street, Berkeley 3, Calif. Phone— 
AShberry 3-2321 





INTERIOR DECORATION 
HOME STUDY 
Announcing new home study course 
in Interior Decoration. For profes- 
sional or personal use. Fine field for 
men and women. Practical basic train- 
ing. Approved supervised method. 
Low tuition. Easy payments. Free 
booklet. Chicago School of Interior 
Decoration, 835 Diversey Parkway, 

Dept. 551B, Chicago 14. 


SALESMAN WANTED 
Salesman wanted to handle Pacific 
territory for leading power lawn and 
garden equipment manufacturer. 
Must be full time man handling oniy 
our line which is sold through hard- 
ware wholesalers. Address Box A-883, 
care HARDWARE WoRLD, 1355 Market 
St., San Francisco 3, Calif. 


FOR SALE 
For Sale in Seattle, Washington, 
Hardware, Paint & Garden Supplies. 
Widow unable to operate. $3,500.60 
plus inventory around $10,000.00. 
Cash deal. Address Box A-884, care 
HARDWARE WORLD, 1355 Market St., 
San Francisco 3, Calif. 





Announcements in this section are inserted at the rate of ten 
cents per word, including address or box number, with o minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 








ITIES 


REPRESENTATIVE WANTED 
PACIFIC NORTHWEST 
Salesman calling on Hardware & 
Building Supply dealers. We have a 
quality line of tools for the Mortar 
Trades. CLANCY TOOLS, 120 Belle- 

vue Ave., San Jose, Calif. 


More Space Available for 
Summer Housewares Show 


Almost 11,000 housewares buyers 
will receive badges, as well as advance 
registration cards, to speed their en- 
try into the 25th National House- 
wares Manufacturers Exhibit. 

Dolph Zapfel, secretary, said the 
total of 580 exhibitors will set a new 
record for summer housewares shows 
when the doors open at the Atlantic 
City auditorium July 9 for a five-day 
run. 

Mr. Zapfel explained that the rec- 
ord number of exhibits was made pos- 
sible by using auditorium space pre- 
viously unavailable for displays. 

The one social event sponsored by 
the NHMA during the Atlantie City 
exhibit will be the NHMA Show 
Party to be held in the American 
Room of the Traymore Hotel July 10. 
Dinner, floor show, and dancing are 
planned. 


Forway Names Barnes 


Forway Products Mfg. Co., manu- 
facturers of Mastercraft Window 
Squeegees, has announced that John 
W. Barnes has been appointed rep- 
resentative to cover Northern and 
Southern California. 


Sept. Date for Dallas Show 


The 32nd Allied Gift & Jewelry 
Show will be held in Dallas at the 
Hotel Adolphus, September 2-6, in- 
clusive. Some 7000 merchants from all 
over the South and Southwestern 
States are expected to attend to pre- 
view all of the latest creations of new 
merchandise from leading manufac- 
turers and importers of the nation. 

Some 265 exhibits will be housed in 
the Adolphus Hotel, taking over the 
new enlarged ballroom, all mezzanine 
parlors and most all rooms from the 
7th to 14th floors of the hotel. 

Social functions of the Show will 
be the ever popular buyers’ party, for 
buyers only, to be held Monday eve- 
ning, September 3, in the 15th floor 
ballroom of the Adolphus, and on 
Tuesday, September 4, the evening 
dinner-dance and ice show will be held 
for buyers and exhibitors in the Cen- 
tury Room of the Adolphus. 


No. Calif. Builders Hardware 
Club Starts Training Course 


The Builders Hardware Club of 
Northern California has planned a 
builders hardware training course 
which will be offered by the San 
Francisco State College Extension 
Division to be held August 6 through 
10. George Champion is the Coordi- 
nator of the course which will earn 
one unit college credit. Tom O’Neill 
is chairman of the educational com- 
mittee. He has been aided by James 
R. Bair. club president. 

The instruction will be by recog- 
nized authorities and will include: 
production information, takeoff, pric- 
ing and quoting, detailing and order- 
ing, specification writing, manage- 
ment problems, and business ethics. 
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DOMES »°r SILENCE 
RUBBER CUSHION FURNITURE GLIDES 


NEW DISPLAY BOX 


Contains 1 Dozen Cards of 
either 5/2", 3/4" or 1" Domes 


PROMPT SHIPMENT 


Ask your jobber. If he is not supplied, write 


ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 







CONTAINER 
AND 
CARDS IN 


3 COLORS 








64 


For Details Circle 41 on INQUIRY CARD 





HARDWARE WORLD 

















Know this man-he can help you 


-- HE’S YOUR WHOLESALER’S SALESMAN 


WELL-FOUNDED SUGGESTION —the result 
Aor talking with your wholesaler’s salesman, 
can be an important link between you and your 
business. From this man you get the latest 
on new products, information on fluctuations 
of prices and markets and the general trade 
activity. His service represents an awareness of 
those things which affect your business, then 
makes it his job of talking to you about them. 
His interests are your interests. His calls on 
you are purposeful—he checks to make sure 


your orders are expedited or to bring you in- 
formation about a new service that can help 
your business grow in a steady and healthy 
manner. He informs you of his company’s 
resources so that you may make decisions to 
a better advantage for your business. 


Your wholesaler’s salesman knows that his 
most important job—is the job of serving you. 
Talk with this man, and you will know that 
he represents a pool of knowledge and services, 
which can be another link to your success. 


Watch for the important series of advertisements by Grabler on how your wholesaler helps you... 


Warehouses: 


New York ¢ Philadelphia 
Atlanta © Pittsburgh 
Cincinnati * New Orleans 
Dallas * Chicago * St. Louis 
Minneapolis * Denver 

San Francisco * Los Angeles 


GRABLER 


The Grabler Manufacturing Co., 6565 Broadway, Cleveland 5, Ohio 


SELLING THE SQUARE “GEE” LINE OF PIPE 
FITTINGS THROUGH WHOLESALERS ONLY 





Jobbers and dealers all over the West will tell you that 
CFeI Calwico Hardware Cloth is a natural for high 
year-round sales. That’s because it has two big features that 
please professional builders and hobbyists alike— it’s 
versatile and it’s easy to handle. Just look: 


VERSATILE—A stock of the most popular sizes of 

CFelI Calwico Hardware Cloth enables you to recommend 
this one product for an amazing number of customer needs. 
In addition, it costs so little that it’s ideal for temporary 
installations; lasts so long, it’s perfect for permanent 
installations. No wonder CF&I Calwico Hardware Cloth is 
called “‘the product with 1001 uses’’! 


EASY TO HANDLE— Anybody can use CF«I Calwico » 
Hardware Cloth. Easily formed, it has the necessary C A LW 3 C  @ ] 
stiffness to keep its shape after forming. What’s more, 

CF«I Calwico Hardware Cloth is safe to use—it’s HAR —o “So 
smoothly galvanized after weaving to prevent rough — wie: 


° ° 3677 
spots which might snag the hands. Albuquerque + Amarillo + Billings - Boise + Butte - Casper - Denver 
: El Paso + Ft. Worth * Houston + Lincoln (Neb.) + Los Angeles - Oakland 
Get the full story on versatile, easy-to-handle CF&I Oklahoma City + Phoenix - Portland + Pueblo + Salt Lake City 
Calwico Hardware Cloth! Just contact your nearby San Francisco + Seattle + Spokane + Wichita 


CF al representative today. CANADIAN OFFICES AT: Calgary » Edmonton + Vancouver + Winnipeg 
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